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Seagram Signs 
First Contracts 
with Distributors 


New York, July 13—Seagram 
Distiller Corp. this week was pro- 
cessing individually negotiated, 
written contracts for its more than 
200 distributors—the first time 
such contracts have existed in the 
liquor business. 

Up to now, general practice has 
been for the distiller and distrib- 
utor to agree on distribution. In 
practice, this has meant that dis- 
tributors jumped from distiller to 
distiller, and that distillers fired 
distributors promptly, whenever 
they thought it necessary. 

The move, announced to the 
company’s distributors a week ago 
at Seagram’s international conven- 
tion at Murray Bay, Que., was of- 
ficially undertaken to advance 
security and stability in the liquor 
business which, in President Vic- 
tor A. Fischel’s phrase, “is faced 
by highest costs of operation in 
history.” 


gs Details of the contracts have 
not been disclosed, but wherever 
regulations permit, they are ex- 
pected to call for advertising and 
merchandising activity by the dis- 
tributor. 

At the same meeting, election of 
seven Seagram executives to vice- 
presidential 
rank was an- 
nounced. G. E. 
Mosley, Seag- 
ram advertis- 
ing manager, 
was elected 
vice - presi- 
dent in charge 
of advertising 
and sales pro- 
motion. Her- 
bert W. Even- 
son was moved 
up to execu- 


George Mosley 
tive vice-president. 
Other vice-presidents and their 
responsibilities: David M. Blanke 
(state stores division), Harold C. 
Fischel] (southern division), Harry 


Herschberg (western division), 
Harold S. Lee (eastern division) 
and William R. Teece (central div- 
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Picture one of the new 8c VICTOR televinon sets 
in Your House Beautiful 
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RCA’S PROOF—Scheduled for the Au- 
gust issue of House Beautiful is this color 
page for RCA Victor Division's new tele- 
vision receiver line, using the “million 
proof” theme. The first black and white 
ad in the campaign appears in Life, July 
24, and is followed by a page in The 
Saturday Evening Post July 29. 


Pulse Data Indicate 
AM Listening Still 
Up in Video Homes 


NEw York, July 14—What hap- 
pens to radio when televjsion 
takes the center of attraction in 
a living room? 

Radio is not banished from the 
home. In many cases it is merely 
relegated to the kitchen or bed- 
room. 

This is the trend charted in 10 
major television cities covered by 
Pulse Inc., which reports a steadi- 
ly rising curve of dual (AM and 
TV) set usage during the past 
year and a half. 

In every instance, multiple sets- 
in-use at night—which is one way 
of saying somebody in a TV home 
has a radio turned on, since the 
number of homes with two TV 
receivers is infinitesimal—has been 
gaining consistently. 


s Radio-video multiple sets-in- 
use is highest in New York—3.0 
in May and June. In second place 
is Los Angeles, with 2.0. In all 
cities included in the report, per- 
centage gains have been notable. 

City by city, AM-TV multiple 
sets-in-use (6 p.m. to 12 midnight 
daily), according to Pulse: 

1949 


1950 1950 

dan.-Dec. Jan.-June May, June 
New York 0.3 2.3 3.0 
Los Angeles 0.6 18 2.0 
San Francisco * 0.2 0.3 
Washington 0.5 13 18 
Cincinnati 0.2 1.2 19 
Boston 0.4 11 16 
Philadelphia 0.6 11 16 
Chicago 0.3 14 0.9 
St. Louis * 0.8 11 
Richmond * * 0.8 

*There are no Pulse figures for these periods. 


(These figures are projectable to radio and tele- 
vision homes.) 

Commenting on the significance 
of these findings, Dr. Sydney Ros- 
low, director of Pulse, called atten- 
tion to the high percentage in- 
creases in a relatively short time. 


s “Although this is an optimistic 
sign for radio now, we must be 
cautious in predicting what it 
means for the future. We can guess 
that some of these people are 
turning to radio because they don’t 
agree with somebody’s else TV 
program choice. What will happen 
to radio when there are a sizable 


(Continued on Page 49) 
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1950 Food Sales 
Figures Favor 
Independents 


Big 3 Chains Losing 
Ground to Regionals, 
5-Month Figures Show 


New York, July 13—For the 
first time since 1945, the first 
months of 1950 favored the inde- 
pendent over the chain store in the 
competitive race for the con- 
sumer’s food dollar, according to 
an analysis of chain stores vs. in- 
dependents, just completed by the 
National Industrial Conference 
Board. 

Independents have been “doing 
as well as the chains” for more 
than a year, the board found. 
“Moreover, the major national 
chains are losing ground, while the 
smaller regional chains are gain- 
ing.” 

This postwar pattern, the board 
says, “highlights the fact that the 
main competitive trend in the re- 
tail food business has been from 
small to large-scale (but not giant- 
size) merchandising both by in- 
dependents and chains, rather than 
from independent stores to 
chains.” 


a Last year, the board points out, 
the chain share of the business 
had already flattened out. “It 
moved up and down from quarter 
to quarter during the year, but 
ended up where it started at 39.8% 
of the total.” 

The answer lies, according to the 
analysis, in two improvements in 
independent store merchandising: 
(1) they entered organizations for 
more effective wholesale buying, 

(Continued on Page 45) 


oR m. Vue Meesireeze 
, Ses =" 

BANKERS’ HOURS—The modern woman 
uses the Deepfreeze home freezer as a 
food bank, according to the company’s 
summer and fall campaign copy. The 
“food bank” theme first appears in the 
July 29 Saturday Evening Post and con- 
tinves in shelter, farm and women’s serv- 
ice publications, through LeVally Inc., 

Chicago. (Story on Page 4.) 


Music Merchants 
Call Television 
a Stimulant 


Cuicaco, July 13—Every seg- 
ment of the music industry is 
ahead of last year’s sales by an 
average 10% and has enjoyed a 
beneficial boost from television. 

These views were expressed by 
William R. Gard, executive secre- 
tary, and other industry leaders 
at the National Assn. of Music 
Merchants’ 49th annual four-day 
trade show and convention at the 
Palmer House here. 

Sales of musical instruments by 
2,500 to 3,000 U. S. merchants are 
expected to be in excess of $235,- 
000,000 for this year, compared 

(Continued on Page 48) 


Last Minute News Flashes 
DePree to Introduce Deodorant in Tablet Form 


HOLLAND, Micu., July 14—Nullo, 


a new deodorant taken internally, 


will be introduced soon by DePree Co., pharmaceutical chemist. In 
tablet form, the main ingredient is concentrated derivative of chloro- 
phyll. A Nullo tablet is said to protect a person from body odors for 
12 to 18 hours. Casler, Hempstead & Hanford, Chicago, is the agency. 
Promotion plans will be announced later. 


Thompson Named C&P Radio-TV Copy Chief 


New York, July 14—Cecil & Presbrey has appointed Philip Thomp- 
son, formerly copy and radio director of Joseph Katz Co., as radio 
and television copy chief, a newly created position. The agency also 
has added John A. Donnelly, previously with Cunningham & Walsh, 
and John J. Seery to its television production staff. 


Cigar Institute Breaks Fall Test Drive 

New York, July 14—The Cigar Institute of America will open its 
fall and winter advertising test campaign July 22 with a half-page 
ad in The Saturday Evening Post. The campaign, second phase of 
the institute’s limited test program (AA, Oct. 3, ’49), calls for use of 


quarter pages on alternate weeks 


in the SEP, to culminate with a 


four-color Christmas page Dec. 8. The institute’s advertising plans 
for 1951 are expected to be based on results of the forthcoming test 


ads. Benton & Bowles is the agency. 


Plans Drive for New ‘Thrift-Pak’ of Listerine 


St. Louis, July 14—Lambert Pharmacal Co. will launch a three- 
month, multiple insertion campaign for a new “Thrift-Pak” of Listerine 
toothpaste in the Aug. 7 issue of Life. The package will give consumers 
two regular 45¢ tubes for 59¢. Collier’s, Look and The Saturday Eve- 
ning Post will carry the campaign during August. Lambert & Feasley, 


New York, handles the account. 


(Additional News Flashes on Page 49) 


Circulation Up, 
Check of N. Y. 
Dailies Shows 


Newsprint Shortage 
Blocks Extra Runs; 
News Magazines Up 20% 


New York, July 13—Circulation 
of New York newspapers and na- 
tional news magazines has jumped 
as much as 20% since the outbreak 
of the Korean conflict, a quick 
check of circulation departments 
by AA revealed today. 

Newspapers, all of which re- 
ported that demand was greater 
than normal press runs and the 
available supply of newsprint 
could meet, were unable to give 
close estimates of gains due to the 
influence of the New York World- 
Telegram & Sun strike. Most pa- 
pers have not increased press runs 
more than 10% during the strike. 

Time Inc. placed the gain in 
newsstand sales for its July 10 is- 
sue at 20.5%. Newsweek estimated 
that its sales for the July 3 issue 
were up on newsstands at least 
20%, but had no figures for later 
issues. 


a A spokesman for the New York 
Times, while declining to quote 
specific figures, said that the pa- 
per’s circulation trend is upward. 
He pointed out that normally the 
Times’ circulation drops at this 
time. 

Richard A. R. Pinkham, circula- 
tion manager for the New York 
Herald Tribune, also was unable 
to estimate the gain in newsstand 
sales. He told AA that sales for all 
editions are “exceptionally good,” 
but said that the paper had an 
acute newsprint shortage which 
has been made more serious by 
the Korean situation. 

Mr. Pinkham attributed the in- 
creased demand for the Tribune 
more to reader interest in the daily 
fluctuations of the New York 
Stock Exchange than to war de- 
velopments on the fighting front. 


RADIO ROW IS COOL 

NEw York, July 13—There were 
no signs along radio row this week 
of war jitters. Advertisers, as usual 
at this time of year, were finaliz- 
ing radio and television plans for 
fall. 

The network sales picture con- 
tinued good, with a great deal of 
activity in television. Botany Mills, 
through Alfred J. Silberstein- 
Bert Goldsmith Inc., signed to 
sponsor a 15-minute program star- 
ring Ginny Simms over ABC. The 
broadcast will start Sept. 17. 

ABC-TV ran spreads in business 
papers announcing the acquisition 
of 17 new advertisers in recent 
weeks. Among the unidentified 
ones are expected to be Joseph 
Schlitz Brewing Co. (Young & Ru- 
bicam) for “Pulitzer Theater”; 
Hudson Motor Car Co. (Brooke, 
Smith, French & Dorrance) for a 
show featuring Billy Rose; and 
Dodge Division of Chrysler Corp. 
(Ruthrauff & Ryan) for a 30-min- 


(Continued on Page 8) 
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Outdoor Groups 
Delay Comment 
on Trust Suit 


NEw York, July 11—Advertising 
associations are moving slowly on 
the suit filed against General Out- 
door Advertising Co. and the Out- 
door Advertising Association of 
America (AA, June 30), according 
to a check by AA. 

The Department of Justice, in 
an action filed in Chicago June 30, 
charged General Outdoor and the 
association with restricting trade 
by fixing rates of commission paid 
to advertising agencies. The action, 
which listed two separate charges, 
accused General Outdoor of a 
monopoly east of the Rockies and 
leveled an accusation against the 
association for dividing the mar- 
ket “on a mutually satisfactory 
basis.” 


Many advertising associations 
and concerns in the outdoor ad 
field were awaiting advice from 
their legal counsels before stating 


what, if any, their position would |J 


be. Several lawyers refused to 
make a statement until they re- 
ceived briefs from Washington 
covering the action. 


we At Outdoor Advertising Inc., 
with several key executives on va- 
cation or inaccessible, AA was told 
that the case does not appear to 
be related to OAI’s activities in the 
East. A spokesman for the com- 
pany said that no decision has 
been made to support either the 
association or General Outdoor in 
any forthcoming court action. 

The Advertising Federation of 
America, reluctant to make any 
comment before a complete study 
of the situation is made, will prob- 
ably report its stand in a few 
weeks when complete details have 
been assembled. 

National Outdoor Advertising 
Bureau, also without complete 
facts or a brief of the Justice De- 


partment’s charges, will make no 
decision as to its action until a re- 
view of the situation is presented 
by its legal counsel, George Link 


r. 
The Association of National Ad- 
vertisers was caught in a similar 
situation. I. W. Diggs, the ANA’s 
legal counsel, had not received a 
brief from Washington when con- 
tacted by AA. He declared that no 
statement of policy will be forth- 
coming until after study of the 
brief and due consideration of the 
legal aspects of the case by ANA. 


a In Chicago, meanwhile, J. B. 
Stewart, treasurer of Outdoor Ad- 
vertising Association of America 
and the official who is in charge 
of negotiations with the Depart- 
ment of Justice’s anti-trust divi- 
sion, told AA that the association 
“feels that OAAA will prevail, of 
course.” 

“The government,” he continued, 
“has alleged numerous offenses, 
none of which we feel we have 
committed. We will answer all 
charges specifically, and we feel 


“Can't be late, dear. The orders are piling up from our 
advertising in the Des Moines Sunday Register” 


No time for repose with the Des Moines Sunday Register 
kind of response! Results are big, indeed, because this paper 
does a big coverage job of this whole big-buying state! 
The Facts: lowa is two big markets! Its urban side excels 
Boston. Its farm side is the greatest, grandest ever to turn 
in an agricultural report. Total for both—2}% million peo- 
ple who annually spend 5 billion dollars. 

The Des Moines Sunday Register covers the whole market, 
the entire state, better than most papers cover a city. It 
delivers 3 out of 4 Iowa families—goes into 500,000 plus 
urban and farm homes. Coverage in 86 out of the 99 coun- 
ties is 50% to 100%. In the remaining, not less than 25%! 
More good news: Milline rate is only $1.57! 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051— Sunday, 540,192 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
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Miildven's clothes at home... Make them modern with Talon zippers! 


cme ss my we Ne 


TWO-WAY—This color spread, which Talon Inc. has scheduled for Look’s back-to- 

school issue, Aug. 29, also illustrates Promotional Preview, monthly promotion 

piece mailed to retailers by Donahue Sales Corp., New York, distributor of pack- 
aged Talon fasteners. 


confident of a favorable outcome.” 

Questioned on the government’s 
charge that OAAA policy has re- 
sulted in limiting membership, and 
thus the number of poster plants 
in any given area, Mr. Stewart said 
emphatically that the association 
“has not limited its membership.” 

In its suit, the government also 
alleges that the OAAA has fixed 
the rate of commission payable to 
advertising agencies (poster op- 
erators generally pay 1634% agen- 
cy commission). Mr. Stewart said 
that the association “does not fix 
the rates of commission payable to 
advertising agencies and has not 
fixed such commissions during the 
period covered by the complaint.” 


Carmichael Heads Sales 
for Arvey Corp. in East 


Arvey Corp., New York, mount- 
er and finisher of cardboard win- 
dow displays, has appointed Wil- 
liam H. Carmichael as vice-presi- 
dent in charge of sales in the east- 
ern territory. 

Mr. Carmichael joined Arvey in 
1928 and became a member of the 
sales department two years later. 
He will make his headquarters at 
the company’s new sales office 
in New York. 


NBC Names MacGovern 


George MacGovern, formerly a 
rate specialist in the plans and re- 
search department of National 
Broadcasting Co., New York, has 
been named manager of the radio 
sales planning and research de- 
pariment, succeeding George Wal- 
lace, newly appointed advertising 
and promotion manager for the 
network’s radio division. 


B&W Agrees to Drop 
Claim That Life 
Cigarets Are Safer 


WASHINGTON, July 13—Brown & 
Williamson Tobacco Corp. prom- 
ised the Federal Trade Commis- 
sion today that it would drop a 
claim that Life cigarets are “saf- 
er’ for the throat or lungs than 
other brands. 

The stipulation says that Life 
cigarets are made from the same 
tobaccos as other cigarets and that 
the prohibited claims are con- 
trary “to certain scientific author- 
ity produced by FTC.” 


GF Promotes Lawton, Ward 


Alfred A. Lawton has been ap- 
pointed merchandising assistant 
in the Minute-Certo divisions, and 
Pierce C. Ward has been named 
advertising assistant in the Jell-O 
division of the General Foods Corp. 
Both previously were retail sales- 
men, Lawton in the Chicago dis- 
trict and Ward in Los Angeles. 


Gets Sewing Machine Account 


Eastern Sewing Machine Co., 
Philadelphia, sales agency for El- 
na International Sewing Machine 
Co., has appointed Yates, Wert- 
heim & Babcock, New York, to 
handle advertising in newspapers, 
radio and television. The account 
previously was placed direct, 


Promotes George Flanagan 

George A. Flanagan, copy super- 
visor, has been named copy chief 
on all general business of Cunning- 
ham & Walsh, New York. 


Thirsting for sales? Look outdoors! 


BREVITY. People that “don’t have 
time to read ads’’ read this Canada 
Dry Panel at a single glance. And 
messages on panels are clear... 
easily remembered at the point 
of sale. Put your ad on GOA 
panels and in your customers’ 


1925 Silver Anniversary Year 1950 


minds! General Outdoor Adver- 
tising Co., 515 S. Loomis Street, 
Chicago 7, Illinois. 
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FCC Meets For 
Final Decision 
on Color TV 


WASHINGTON, July 11—The Fed- 
eral Communications Commission 
met secretly today to begin the 
decision-making process in the col- 
or television proceeding. 

The meeting took place less than 
24 hours after proponents of three 
competing color systems filed their 
final briefs in a controversy that 
has been under way for nearly 
10 months. 

Barring the unforeseen, FCC 
chairman Wayne Coy hopes to 
have a color ruling by the end of 
the summer. Following this de- 
cision, FCC will proceed with the 
reallocation of TV channels, and 
should be in a position to lift the 
construction freeze shortly after 
the beginning of 1951. 

Rebuttal briefs filed by the col- 
or sponsors Monday were largely 
an exchange of opinions about test 
results and a reiteration of pre- 
vious claims. 


s At the same time, FCC received 
a report from the committee of 
non-partisan experts, led by Dr. 
Edmund U. Condon of the Nation- 
al Bureau of Standards. This re- 
port is expected to command con- 
siderable attention during the de- 
cision making. 

Made at the request of Sen. Ed- 
win C. Johnson (D. Colo.), chair- 
man of the Senate interstate and 
foreign commerce committee, the 
Condon report says it is safe for 
FCC to go ahead with color at this 
time. 

Though the Condon committee 
does not indicate which of the 
three systems FCC should adopt, 
its analysis stresses the long-run 
possibilities of the RCA system. 


8 It credits CBS with the highest 
color fidelity at this time, but 
warns that its system has flicker 
and brightness limitations which 
are not capable of substantial im- 
provement “except by methods 
equally available to other systems.” 
Color fidelity of the RCA sys- 
tem “can be expected to improve 
substantially with advances in 
camera design,” the report says. 
It said the third system, that of 


Color Television Inc., San Fran- 
cisco, has “inherent limitations” 
which cannot be overcome. 


s “The present state of develop- 
ment of each system has been 
reached through the efforts of sin- 
gle organizations working in com- 
petition,” the report says. “Once the 
decision is reached among the sys- 
tems, all that effort, plus addi- 
tional effort from other quarters, 
can be applied to the one system 
then chosen. It may then be found 
that the real limit to future pro- 
gress is that imposed by the nature 
of the scanning standards, not by 
equipment limitations or present 
relative costs. 

“On this account, the final con- 
clusion of the committee is that 
principal importance should be at- 
tached to those fundamental ca- 
pabilities and limitations which 
relate to the choice of scanning 
method. Other factors relating to 
the present performance and costs 
of apparatus deserve consideration, 
but, in the opinion of the com- 
mittee, such matters should take 
second place in the technical as- 
sessment of the systems.” 


Webcraft Names Hockaday 


Webcraft Inc., Oxford, Mass., 
manufacturer of webbing for fur- 
niture, has named Hockaday As- 
sociates, New York, for advertis- 
ing in consumer magazines and 
business papers. The company had 
no previous agency. 


RCA Victor Names Buck 

Walter Albert Buck has been 
elected vice-president and general 
manager of the RCA Victor Divi- 
sion of Radio Corp. of America, 
Camden, N. J. He has been operat- 
ing vice-president of the division 
since January, 1949. 


KPHO Names Petry 

KPHO, Phoenix, has appointed 
Edward Petry & Co. as its national 
representative. Petry already han- 
dles the station’s TV outlet, KPHO- 
TV. The AM station formerly 
ve handled by Taylor-Borroff 

Co. 


Rowell Joins ‘Household’ 

Edgar N. (Pat) Rowell, formerly 
with Fawcett Publications, Liber- 
ty and Progressive Grocer, has 
been named to the eastern sales 
staff of Household, published by 
Capper Publications, New York. 


Richfield Moves Office 

Richfield Oil Corp. of New York 
has moved to 542 Fifth Ave., New 
York, 19. 
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1949 Durable Goods 
Purchases Exceed 
Early Buying Plans 


WASHINGTON, July 14—The Fed- 
eral Reserve Board demonstrated 
today that half the nation’s spend- 
ing units bought an automobile 
or other major durable goods item 
during 1949’s consumer goods 
boom. 

In an exhaustive analysis of 
housing, car and durable goods, 


purchases during the year greatly 
exceeded buying plans recorded by 
individuals earlier in the year. 

The report, in Federal Reserve 
Bulletin for July, is based on the 
board’s consumer finance study for 
1950. A summary of the results 
was released last March. 


Two Name Gregory & House 

Gregory & House, Cleveland, 
has been appointed to handle the 
advertising of Wilson Plastics Inc., 
Sandusky, O., and Louisville Title 
Insurance Co, 
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McCREADY PUBLISHING 


Seagram Signs 
First Contracts 
with Distributors 


(Continued from Page 1) 
ision). 

The distributors, who will ap- 
parently play an increasingly im- 
portant part in Seagram’s promo- 
tional plans, were warned by Mr. 
Teece to stay clear of price deals. 


a “Deal today, dead tomorrow,” he 
cautioned, reemphasizing Sea- 
gram’s traditional reliance upon 
long-range advertising and promo- 
tional plans, which he character- 
ized as assuring stability to both 
distributors and retailers. 
Similarly, Mr. Herschberg in- 
sisted that distributors and dis- 
tillers must be sure that the re- 


industry’s collective throat by try- 
ing to chalk up quick profits by 
price-cutting. 

Retailers, distributors and dis- 
tillers must rely on sound mer- 
chandising and aggressive adver- 
tising, he said, to trade up the mar- 
ket, and provide security against 
competitive pressure. 


Sills Joins ABC-TV 

Theodore B. Sills, radio, movie 
and TV producer, has joined the 
television production staff of 
American Broadcasting Co., New 
York. 


Jerrold Appoints Mass 

Sydney J. Mass, free lance ad- 
vertising counsel, has been named 
advertising and sales promotion 
director of Jerrold Electronics 
Corp., Philadelphia. 


Bates Appoints Leon Meadow 
Ted Bates & Co., New York, has 
named Leon Meadow, formerly 
copy supervisor at Hanly, Hicks & 
Montgomery, as a member of the 
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. THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


THROUGH 


TRUE Story 
Woment Group 


TURN YOUR PAYROLL DOLLARS-INTO HOMING PIGEONS 


1. You reach 8,575,000 women... 


young shoppers for 


nearly 30% of all wage-earner families. 
2. You reach 7,800,000 families—29.5 of all wage-earner 


families in urban America. 


3. You reach an annual income of nearly $30 billion. 
4. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand. 


NOTE: Write now for graphic new report, 


“America Today,” 


the Wage-Earner market. See why 146 national advertisers hae 
bought space in one short year to tap this fast-spending market. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


Advertising Age, July 17, 1959 


Deepfreeze Ads 
to Feature Food 
Saving Approach 


(Picture on Page 1) 

NortH Cuicaco, ILu., July 14— 
A full-page, four-color ad in the 
July 29 Saturday Evening Post 
wi’. kick off an unusual “food 
bank” promotion for Deepfreeze 
home freezers. 

The summer and fall campaign 
will continue in American Home, 
Better Homes & Gardens, Country 
Gentleman, Ladies’ Home Journal, 
McCall’s and Sunset. 

The “food bank” theme is an 
attempt to portray the advantages 
of home freezer ownership to the 
homemaker through familiar im- 
ages. 


a Typical of this approach is the 
copy which reads: “The modern 
woman is a ‘food banker’ with her 
Deepfreeze home freezer food 
bank. She accumulates vast quan- 
tities and varieties of foods by de- 
positing them for safekeeping. She 
serves any food any time she de- 
sires, simply by withdrawing it 
and thawing it. 

“And the modern woman keeps 
‘banker’s hours’ with her Deep- 
freeze home freezer because she 
spends so little time at kitchen 
tasks...she cooks ahead, bakes 
ahead, buys ahead and makes one 
deposit to cover many withdraw- 
als. 

“Her Deepfreeze home freezer 


food bank pays interest too, in the 
many hours and labor saved, in 
the economies of buying in quan- 
tity when quality and price are 
right.” 


ws The copy approach was sug- 


gested by a study of data on food) 


purchases. The Commerce Depart- 
ment estimates, for example, that 
about 35% of the average Amer- 
ican budget is spent on food. Home 
economists estimate that approx- 
imately 80% of the food budgel 
is spent on perishable items and 
about 15% of perishable foodstuffs 
are wasted. The current drive 
seeks to highlight the possibilities 
of “saving” this 15% through 2 
home freezer “food bank.” 

In addition to the national ad- 
vertising, dealer co-op ads wil 
feature the same theme, and home 
freezer purchasers will be given 4 
food “bank book,” so that they 
may catalog their deposits and 
withdrawals. Calendars and floor 
and window displays also will be 
used. 

LeVally Inc., Chicago agency, di- 
rects the advertising for Deep- 
freeze Appliance division, Motor 
Products Corp. 


Lebolt Resigns from BofA 


Zachary E. Lebolt, account ex- 
ecutive on the national sales staff 
of Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn. 
has resigned to establish his own 
business near Albuquerque, N. M 


Auerbach Quits Peck Agency 

Leon Auerbach has resigned as 
assistant art director of Peck Ad 
vertising Agency, New York. He 
will free-lance in the fall. 
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Advertising Age, July 17, 1950 


OUTSTANDING—John T. Lyons (left), of 


Gray & Rogers’ publicity department, re- 
ceives a plaque for outstanding service 
as public relations chairman of the Phil- 
adelphia Junior Chamber of C ce 
from Barry Urdang, promotion director 
of the Philadelphia Evening Bulletin. Al- 
vah B. Adam, Jaycee president, stands 
between them. 


Decca to Make 45s; 
RCA Adds Deal; CBS 


Plans Neither Now 


New York, July 13—Columbia 
Records Inc., champion of LP 
334%4rpm records, is the only one 
of the big four disc manufacturers 
not making the 45rpm_ records 
since Decca Records Inc. has de- 
cided to add the RCA developed 
speed to its line. Decca now joins 
Capitol Records Inc. and RCA Vic- 
tor in offering all three speeds— 
78s, 3344s and 45s. 

Asserting that Columbia long 
playing records are “quite strong 
without the aid of deals for pres- 
suring merchandising,” Edward 
Wallerstein, chairman of the board, 
said the company will not hesitate 
to make 45s if it becomes evident 
it is losing popular business by not 
making them. 


a Meanwhile, RCA has announced 


| a special summertime promotion 
' for 45s. With the purchase of a 45 


player, retailing for $12.95, a cus- 


' tomer will receive a bonus book 


containing six coupons, one of 
which will be redeemable monthly 
for the 45 record of his choice. 

In addition, the purchasers will 
receive a subscription to the “Pic- 
ture Record Review,” monthly 
consumer record publication. The 
company will promote the plan 
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via magazine and.newspaper ads. 
This is an instrument promotion 
that is also intended to benefit 
record dealers, according to H. G. 
Baker, vice-president and general 
manager of the RCA Victor home 
instrument department. 

“The plan will stimulate sales 
of the automatic 45rpm_ record- 
player attachment and, at the 
same time, assure the record deal- 
er of a minimum of one visit a 
month for six months by potential 
record buyers,” he said. 


‘Look’ Promotes Wirsig 


Woodrow Wirsig, managing edi- 
tor of Quick since its inception 
and assistant managing editor of 
Look before that, has been named 
executive editor of Look, New 
York, succeeding Daniel Mich, 
who has joined McCall’s. 


Bond Buys DuMont Drama 


Bond Stores, New York, through 
Grey Advertising Agency, will 
sponsor “Hands of Destiny” over 
DuMont Television Network start- 
ing Sept. 8 at 9 p.m., EDT. 


Nerrie Joins Audograph 


Ralph A. Nerrie, formerly as- 
sistant to the vice-president, Edi- 
phone division of Thomas A. Edi- 
son Inc., West Orange, N. J., has 
been appointed assistant general 
manager -of the Audograph Co., 
New York. He will have charge 
of the company’s sales activities in 
the metropolitan area. 


Hilton Gets Speedmaster 


Peter Hilton Inc., New York, 
has been selected to handle ad- 
vertising of automotive control de- 


vices for Speedmaster Corp., 
Plainville, Conn., a newly organ- 
ized company. Consumer maga- 
zines, business papers and direct 
mail will be used. 


Branch Motor Express to Patz 


Branch Motor Express Co., New 
York, motor transport organization 
serving Allentown and Reading, 
Pa., areas, has appointed the Harry 
J. Patz Co., Baltimore, to handle 
its advertising and _ publicity. 
Branch has not advertised previ- 
ously. 
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It’s a Cougher Game Partner, 
If It’s Played in the Rough! 


That's what the books say — but why stop at golf? Everything's more rugged 
when we try to score the hard way... advertising for instance! Competition is 
tough enough without playing the hazards. ...If any of us are inclined to doubt 
it, let’s leaf through a few current magazines, and figure the readership chances 
of the mediocre advertising reproductions against those of the sparkling, brilliantly 
colorful advertisements that stand out even in “crowded” publications. . . . You'll 
find no doubters among hundreds of advertisers whose original photo-engravings 
are always made by ROGERS... advertisers who know that “fairway” shots are 
direct shots—and that they cost a lot less in effort and in other important items. 
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Master Craftsmen of Photo-Engraving 


Members of the 


Chicago Photo-Engravers Association 
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Get Into TV Fast, 
Mitchell of BAB 
Warns Business 


WASHINGTON, July 11—Maurice 
Mitchell, director of the Broad- 
cast Advertising Bureau, told the 
Washington Advertising Club to- 
day that failure to get into tele- 
vision now may be the difference 
between life and death for many 
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Metropolitan high spot of New Jersey. 
Union County market index 115. 

Net buying income $634,201,000. 
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businesses in the not too distant 
future. 

Unveiling BAB’s new pitch for 
television, Mr. Mitchell warned 
that the medium is moving so fast 
“that salesmen can’t lie fast 
enough to keep up with the fig- 
ures.” 

He said many department store 
admen believe half their adver- 
tising budgets will be in TV by 
1960. 

The BAB’s TV pitch is a succes- 
sor to the pitch for radio which 
Mr. Mitchell has been making on 
speaking tours during the past 
year. In appraising TV’s role in 
the advertising program, Mr. Mit- 
chell made no mention of radio’s 
role. 


@ He described TV as “an auto- 
matic device for making sales im- 
pressions on the minds of custom- 
ers.” 

He claimed its sight and sound 
give a multiple impact which 
brings three kinds of results: 

1. “Sales to people who buy as 
they watch.” 


2. “Store traffic. It creates an 
overwhelming desire to buy 
goods.” 

3. “It’s vivid and believable. You 
see it happening.” 

He said TV is better than dem- 
onstrators. “You see it in your 
home, relaxed. No distractions, no 
hot burning feet, no people el- 
bowing by, no bells ringing in the 
background.” 


Resigns to Publish Paper 


Lyle Mariner, manager of the 
International News Service bureau 
in Denver, has resigned effective 
Aug. 1 to publish his own paper 
in Rifle, Colo. The weekly paper, 
with a tabloid format and two- 
color cover, will be named West- 
ern Co Farm & Ranch Re- 
porter. A 16-page paper is planned 
for the initial issue in September. 


KFAB Appoints Carroll Loos 


Carroll J. Loos, who for the past 
four years has been advertising 
representative for Wallaces’ Farm- 
er & Iowa Homestead, has been 
named a salesman for KFAB, 
Omaha. 


Ross Analyzes Trend of Filmed Spots; 
Demonstrations by Actors Lead in N. Y. 


New York, July 14—Demonstra- 
tion of the product by actors in a 
more or less natural setting is the 
technique most frequently em- 
ployed in filmed TV commercials. 
Full animation is second, with a 
combination of live action and ani- 
mated cartoons a close third. 

This finding is based on a spot 
check of video commercials on 
New York stations during the week 
of June 4-10 by Wallace A. Ross. 
As of that date, 243 advertisers 
were using 980 filmed commer- 
cials, either in a program or on a 
spot basis, on all the stations. This 
compares with 89 advertisers and 
452 commercials at the time of the 
last Ross study of this subject 
last October. 

Most active in the time signal 
category were Bulova, 53; Benrus, 
18; Gruen, 19, and Guild wine, 9. 
Others using the saturation treat- 
ment were: Pepsi-Cola, 32 spots; 
Philip Morris, 22; Kools, 20 (most- 
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Tuey TURNED WORDS INTO CASH 


@ At four o’clock, Wednesday afternoon, May 10, six young 
people from the high schools of Michigan stepped before a 
podium in the beautiful Rackham amphitheatre at the 
University of Michigan, Ann Arbor. For five minutes of 
debate, each presented the pros and cons of the question: 
“Resolved that the President of the United States.should be 
elected by direct vote of the people.” 


These six young folks, previously chosen for their proficiency 
in debate, were competing for the $2,500 annual college 
scholarship awards offered by The Detroit Free Press for 
excellence in debate. 
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At the conclusion of this contest, John Gilbert, 18 year old 
Albion High School senior won first place and $1,200; Roger 
Kidston, Plymouth High School senior, won second place 
and $800; and Miss Sue Carter of Albion High School, third 
place and $500 to be used in helping to defray the expenses 


of a college education. 


For twenty-five years The Detroit Free Press has 
sponsored the debate work in the high schools of the 


state. During this season 130 high schools took 
part in debates before audiences of 150,000 persons. 


By fostering the interest of the young high school 
students of Michigan in public speaking, we believe 
that at the same time, we are making them better 
newspaper readers and better customers for your 


products. 


“IN AMERICA THE FREE PRESS IS 
FIRST IN CIRCULATION INCREASES 


oe 
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ly weather forecasts), and Pan 
American, 19. 


ws Five stations were carrying the 
filmed messages of Birds Eye, Bor- 
den Co., Buick, Chevrolet ang 
Lucky Strike. Two advertisers used 
all six—Pall Mall and Cole Bros, 
Circus, the latter as advance build- 
up for its opening in this area. 

Intended primarily as a guide 
for agencies, producers and others 
directly concerned with the mak- 
ing of video commercials, the latest 
Ross Report includes a list of 324 
advertisers who have filmed an- 
nouncements in New York to sell 
their products in the past couple 
of months. The chart shows for 
each company the number carried, 
the type (animation, live action, 
etc.) and the producer. Sixty-six 
producers are identified in the list. 

A major share of the report is 
devoted to a detailed account of the 
procedure for producing film com- 
mercials at Batten, Barton, Durs- 
tine & Osborn, where at last count 
82 film video sales messages were 
in various processing stages. 


| 


w This agency’s film department 
turned out 214 commercials in 
1949; in the first five months of 
1950, 206 were started, with the to- 
tal expected to reach 300 by the 
end of the year. During the past 
12 months, BBDO assigned con- 
tracts for these films to 22 different 
producers. 

The script and story board are 
completed by the agency and ap- 
proved by the client before the 
commercial is assigned to a pro- 
ducer. 

As a rule the agency contracts 
for one-minute announcements in 
groups of four or six to keep costs 
down. Prices quoted by BBDO for 
various types of one-minute com- 
mercials include: still art and” 
camera motion, $300 to $900; live 
action, $750 to $3,000; limited ani- 
mation, $1,100 to $2,000; full ani- 
mation, $1,500 to $4,000, and stop 
motion, $4,500 to $6,500. 

The report also includes a direc- 
tory of commercial producers. 


Elroy McCaw to Buy KRSC, 


Seattle, for $112,500 

The purchase of KRSC, 1,000- 
watt AM station in Seattle, sub- 
ject to approval of the Federal 
Communications Commission, has 
been announced by Elroy McCaw, 
Centralia. The station’s principal 
owner is P. K. Leberman, New 
York. Minority stockholders are 
Robert Priebe and John Ryan, 
Seattle. 

The stated price is $112,500, the 
same figure at which Sheldon 
Sackett, West Coast radio and 
newspaper man, took an option 
last December. A month ago, Mr. 
Sackett withdrew his offer and 
forfeited his initial payment of 
$5,000 (AA, July 10). 


Starts Tele-Turner Drive 

Belden & Hickox Advertising 
Agency, Cleveland, has launched 4 
trade publication advertising pro- 
gram for Tele-Turner, a new de 
vice to rotate television antennas 
for peak reception, and plans 4 
consumer campaign for the fall, 
using newspapers and TV. Joseph 
Shaw Co., Toledo, manufacture! 
of the device, has granted sole dis 
tribution rights to C. M. Penney 
Co., Cleveland. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 
World shoe making center. 
Western Electric Co. manufacturing 


center. 
Effective merchandising help. 


1. 
2. 
3. 


4. Business is good in Haverhill. 
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jose SUITS, INC. 512 SEVENTH AVENUE « NEW YORK, 
* te Cometh ~ WHOM, Catteterting Sterent Ret, Memmtewah wore 


DESIGN—Names of local stores are part 
of the design in this ad, first in a series 
for Joselli Suits Inc., to appear in the 
August issue of Redbook. The fall sched- 
ule includes Charm, Glamour, New York 
Times Magazi Sevent and Today's 
Woman. Dorland Inc., New York, is the 
agency. 


Southern Co. Plans 
National, Southern 
Advertising Program 


ATLANTA, July 12—Plans for an 
intensive national and local ad- 


vertising campaign, designed to at- | 


tract new businesses and indus- 
tries to the South, have been an- 
nounced by E. A. Yates, chair- 
man of the board of the Southern 
Co. 

Scheduled to start in Septem- 
ber, the campaign will make use 
of magazines, newspapers and mo- 
tion pictures. It will emphasize the 
great movement of industry to the 
South, pointing out the region’s 
diversification of agriculture, 
growing markets, ideal climate 
and skilled workers. 

The drive will extend the na- 
tional promotion program already 
being done by the utility company 
with its full-color motion picture 
“Power of the South,” now being 
shown to business and industrial 
leaders throughout the nation. 

The national advertisements, 
some of them four-color pages, will 
feature the strides made during 
the past few years in industry, 
business, agriculture, education, 
recreation and health in the 105,- 
000-square-mile area served by 
the operating concerns that make 
up Southern Co. 


Full-page, four-color ads will 
run monthly in Business Week, 
Newsweek and U. S. News & World 
Report. Similar ads will also be 
published in the Chicago Journal 
of Commerce and Tribune, In- 
vestment Dealers Digest, New 
York Journal of Commerce and 
Times, Wall Street Journal and 
Washington Star. 

In addition to the nationwide 
drive, a program will be conducted 
to inform southerners of the cam- 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income $66,994,000. 
2. Quality of market index 113. 
City zone population 47,241. 
4. Lyachbers cannot be sold from the out- 
le. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented By 
WARD-GRIFFITH CO., INC. 
Park Lexington Building........... NEw YORE 
Wrigley Building.................++0- CHICAGO 

eral Motors Building. . ee ROIT 
tler Office Building............+++++ BOSTON 
22 Marietta Street...............-.++- ATLANTA 
Russ Building...............- SAN FRANCISCO 


paign’s progress. It will run in 
daily newspapers in the four- 
state area served by the Southern 
Co. and its four associates—Ala- 
bama Power Co., Georgia Power 
Co., Gulf Power Co. and Missis- 
sippi Power Co. 

National ads will be reproduced 
in the newspaper drive, and it 
will be stressed that linking of the 
four companies together benefits 
the 6,200,000 people in the area, 
as well as the entire South. 

The account is being handled by 


Liller, Neal & Battle, Atlanta 
agency. 


Lewis to Gordon-Marshall 


Wilson Lewis, formerly with So- 
cony Vacuum Oil Co., St. Louis, 
has been appointed an account ex- 
ecutive of Gordon-Marshall, St. 
Louis. 


Agency Changes Name 
Feldman & Son, New York agen- 

cy, has changed its name to George 

Feldman Advertising Agency. 


Swartzbaugh Names Fowler 

Richard M. Fowler, manager of 
advertising and sales promotion, 
has been appointed sales manager 
of Everhot housewares and related 
appliances by Swartzbaugh Mfg. 
Co., Toledo. He joined the com- 
pany in 1949. 


Arthur Casey Joins KSD 


Arthur J. Casey, formerly radio 
and television director of Gardner 
Advertising Co., St. Louis, has 
joined KSD, St. Louis, as program- 
sales coordinator. 


Finley Takes Over for Shor 


George G. Shor, director of plan- 
ning and research of The American 
Weekly for the past 18 years, has 
relinquished active direction of 
that division because of illness. 
George M. Finley, Mr. Shor’s as- 
sistant, has taken over active di- 
rection. 


Joins McCann-Erickson 

Harold Danforth, formerly with 
Fuller & Smith & Ross, has joined 
the creative staff of McCann- 
Erickson, Cleveland. 


. Lhe Travelers 
insures good printing at low cost 


Dy using high filddy 
Conioledated 'NAMEL PAPERS 


e Back in 1898, when insurance companies and 
horses alike were shying away from the chugging, 
new-fangled contraptions, The Travelers pio- 
neered automobile insurance by issuing the first 
“‘horseless carriage’”’ policy to a Buffalo physician. 

Since that time, The Travelers Companies have 
been quick to accept and profit by many other 
new ideas and products. One of them is the use 
of Consolidated Enamel Papers, produced by a 
revolutionary new enamel papermaking process. 
Consolidated Enamel’s cost, averaging 15 to 25% 
below those of the old style, premium-priced 
papers formerly used, means a saving of many 
hundreds of dollars a year on The Travelers Pro- 
tection magazine, oldest house organ in America. 


Consolidated’s modern process produces these 
savings as simply as other continuous production 
methods have long done in other industries. By 
eliminating several costly operations still required 
in other mills, it produces consistently uniform 
paper of highest quality, simultaneously enam- 
eled on both sides, in a single high-speed operation. 

Unfortunately, while many leading companies 
like The Travelers are benefiting from this mod- 
ern production improvement, others still think it 
necessary to pay premium prices for premium 
results. Is your company one? If so, we’ll wel- 
come your challenge to prove our claim that 
Consolidated Enamel Papers give the finest 
printing at the lowest cost. © C. W. P. & P. Co. 


cncolcddled ¥.NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Makers of C Id —d ative and industrial laminates ¢ Main Offices: Wisconsin Rapids, Wisconsin * Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 
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ANA’s West Lauds Los Angeles Newspapers 
for Resuming Grocery Store Inventories 


New York, July 11—Recent de- 
cisions by the Los Angeles Exam- 
iner and the Los Angeles Herald 
Express to reinstate and sponsor 
grocery store inventory audits in 
the Los Angeles area were hailed 
here today by Paul B. West, pres- 
ident of the Association of Na- 
tional Advertisers. The audits had 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your campaign 
in the Sun-Journal to reach the $19,249,000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
re 4 By 


WARD-GRIFFITH CO., INC. 


Park Lexington Building NEW YORE 
Wrigiey Building .........cseccceceees 10 
1 Motors Building DETROIT 

juild TON 


92 Marietta Street..............-..+5. ATLANTA 
Russ Building 'sCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


been dropped early this year as a 
cooperative activity of all Los An- 
geles papers. 

Mr. West wired David W. Hearst, 
publisher of the Herald Express, 
and R. A. Carrington Jr., publisher 
of the Examiner, that he was sure 
“all ANA members will join me 
in congratulating you on this con- 
structive step.” 

“The decision to discontinue the 
audits, which has now been re- 
versed,” Mr. West said, “was not 
only a distinct loss to the whole 
food industry, but a step backward 
in the services which newspapers 
can effectively render to buyers of 
their advertising columns.” 


Margoles Opens Own Agency 
Milt J. Margoles is opening his 
own agency at 324 N. Water St., 
Milwaukee, and will handle gen- 
eral advertising in all media. He 
was formerly copy director of Jim 
Baker Associates, Milwaukee. 


Circulation Up. 
Check of N. Y. 
Dailies Shows 


(Continued from Page 1) 
ute variety program. 

Also near the closing stage is 
the contract for a three times 
weekly show for Hunt Foods 
(Young & Rubicam) over CBS-TV. 
This will be a Louis Cowan pro- 
gram with Bert Parks. 


a DuMont Television Network 
signed Bond Stores (Grey Adver- 
tising Agency) as backer of 
“Hands of Destiny.” Procter & 
Gamble contracted for a Bernard 
Schubert dramatic package, fea- 
turing past Broadway musicals, to 
alternate with Lucky Strike’s Ro- 
bert Montgomery show on NBC- 
TV starting Oct. 2. 

Meanwhile, the major networks 


are stepping up their news cover- 
age. Far Eastern staffs have been 
increased by reassigning top cor- 
respondents from other areas. 

CBS carried a_ five-program 
symposium on the subject, “You 
and Korea.” This will be followed 
with a five-day series starting July 
17 on “You and Military Service.” 

Special roundups, featuring CBS’ 
corps of newsmen, will be sched- 
uled from time to time. 

Mutual has added a daily 15- 
minute news summary (11 p.m., 
EDT) to its network program line- 
up. NBC carried a mid-morning 
“Report from the Pentagon,” de- 
voted to the latest reports from 
Korea. 

Most New York television sta- 
tions are carrying hourly audio 
bulletins when the news warrants 
it. 


Red Star Ups Bergenthal 


Cecil Bergenthal, formerly as- 
sistant to the general sales man- 
ager, has been appointed general 
sales manager of Red Star Yeast & 
Products Co., Milwaukee. 


PURLAPOLIBAVS AT WORK 


Kukla, Fran and Ollie. Poignant little “people,” and a 
pretty girl. Bringing their “Kuklapolitan” world to net- 
work television to delight audiences—and sell ‘‘Sealtest.” 


What do they sell, in “‘Sealtest’’? 


A name, first—signifying milk, ice cream and other 
dairy products made by Divisions of National Dairy Prod- 
ucts Corporation. Then, an assurance of goodness wherever 
“Sealtest” products are bought, for each National Dairy 
product is manufactured under exacting quality controls. 


This “double meaning” is important to consumers, as a 
key to flavor, quality and purity. And as buyers seek out 
“Sealtest” products, sales and profits reflect their choice in 
all divisions of our client’s business. 


N.W. AYER & SON, INC. 


New York 
Hollywood 


Philadelphia 


San Francisco 


Chicago 
Boston 


Detroit 
Honolulu 
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Cleveland Admen 
Strive to Produce 
Big November Vote 


CLEVELAND, July 13—A _ corps 
of Cleveland’s top advertising men 
will use their talents and tech- 
niques to draw reluctant citizens 
to the polls in November. ’ 

The concentrated drive to get 
non-voters to the ballot box is¥ 
sponsored by the Cleveland Ad- 
vertising Club and local units of§ 
the League of Women Voters: ; 

Under a civic “Everybody Vote” 
committee, with Mayor Thomas A. 
Burke as honorary chairman, the 
non-partisan organizations seek to 
bring out the “lost” vote by get- 
ting 240,000 additional persons 
here to register and 300,000 more 
persons to vote in Greater Cleve- 
land. 

Of 841,772 persons qualified, 
only 597,000 are registered here to 
vote, and only 527,428 took time 
last year to go the polls. 


as This is where the Cleveland ad- 
club comes in—boosting for de- 
mocracy, according to Lester §S, 
Auerbach, president. 

The club-produced program 
will incorporate “selling” methods 
commonly applied to retail prod- § 
ucts. The campaign will center on 
publicity and advertising—by 4 
streetcar placards, radio, newspa- 
pers, and posters in offices, shops } 
and factories. Theme will empha- 
size that the good American is af 
voting American. 

On Cleveland’s get-out-the-vote 
committee are representatives of 
business, labor, civic and service 
groups. 


Buchanan Expansion 
Adds Mark Martin, 
Grodsky, Others 


New York, July 14—Buchanan 
& Co. has added an executive vice- 
president, merged a midwestern 
agency and announced four new 
directors. John Hertz Jr., chair- 
man of the board, said the changes 
were “aimed primarily at new 
business expansion.” 

Mark Martin, who headed Gard- 
ner Advertising’s Washington of- 
fice and supervised the Army and 
Air Force account, joins Buchan- 
an as a director and executive 
vice-president. Jerome Grodsky 
merged his agency, Gerome Adver- @ 
tising Inc., St. Louis, with Buchan- 
an, and becomes executive vice- 
president for midwestern opera- 
tions and a director. 

Kenneth Buchanan, formerly 
public relations director of Elgin- 
American division, Illinois Watch 
Case Co., joins the agency as a 
director and vice-chairman. Paul 
Gaynor, formerly with J. M. Hick- 
erson Inc., has joined Buchanan as 
a vice-president. 

Still undisturbed is Buchanan’s 
former management echelon: Ru- 
dolph Montgelas is president; Wil- 
liam Dasheff, who is now execu- 
tive vice-president and account 
group head in New York, will 
direct the Buchanan servicé 
branch in Louisville. Fred Polan- 
gin and Ray Randall will continué 
as vice-presidents in charge of the 
Los Angeles and San Francisco of- 
fices, respectively. 
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11'S NEW—This cleanser for pots and 
pans, just introduced by Economics Labo- 
ratory, St. Paul, is dressed up in a carton 
carrying a four-color Kodachrome illustra- 
tion overprinted with gloss varnish. To 
maintain correct moisture conditions, a 
greaseproof paper is wax laminated to 
the clay coated Britone board. Ohio Box- 
board Co. produced the package. 


GE in N. Y. Drops 
Fair Trade Pricing 


on Major Appliances 


New York, July 13—General 
Electric Appliances Inc., local dis- 
tributor and subsidiary of the Gen- 
eral Electric Co. here, has removed 
major electrical appliances from 
the fair trade list, effective in 
June. 

The action follows that of other 
electrical manufacturers who have 
been dropping fair trade practices 
during the past year. 

The new policy, which applies 
only to New York, covers dish- 
washers, refrigerators, home freez- 
ers, water heaters, electric ranges, 
and washing machines. It does not 
cover smaller electrical household 
items and makes no change in the 
fair trade list for GE radios and 
television sets. 


s A spokesman for the company 
said that the decision to eliminate 
fair trade laws in merchandising 
major appliances has no connec- 
tion with GE’s current series of 
lawsuits against several New York 
retailers for cutting prices on elec- 
trical housewares. 

The distributor’s action marked 
the second major line dropping 
fair trade recently. Frigidaire di- 
vision, General Motors Corp., took 
its refrigerators off the lists May 1. 


Link-Belt Expands PR Unit 
Link-Belt Co., Chicago, has es- 
tablished a separate public rela- 
tions department headed by Har- 
lan B. Collins, secretary of the 
company, and Russell B. Kern. Mr. 
Kern has been supervising the 
f public relations activities, which 
previously have been part of the 
advertising department. The ad- 
vertising department, under the di- 
rection of Julius S. Holl, adver- 
tising manager, has named Bert- 
Tam V. Jones executive assistant 
advertising manager. 


Ferdon to Radio Cincinnati 


Cliff Ferdon has joined the pub- 
lic relations staff of Radio Cin- 
cinnati Inc. He will handle pub- 
licity and work on station and pro- 
fram promotion for WKRC, 
WKRC-TV and WCTS. 


PATERSON 


NEW JERSEY 
8rd City In New Jersey Covered With 


THE PATERSON CALL 

In 1949 the Morning Call carried more than 

7,000,000 lines of local advertising. Depart- 

Ment Stores and national chain food com- 

Panies know, from long experience, the 

Deople of Paterson read and are influenced 

by their advertising in the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 
“ on 4 By 
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Fair Trade Bureau 
Packages Program 


for State Drives 


New York, July 13—An educa- 
tional drive to preserve voluntary 
fair trade laws in the drug indus- 
try has been prepared by the Bu- 
reau of Education on Fair Trade. 
Referred to as a “Program Pack- 
age,” campaign materials are avail- 
able through secretaries of state 
pharmaceutical associations. 

Official launching of state cam- 
paigns is slated for September, with 
individual pharmaceutical associa- 
tions handling activities in their 
own states. 

Three hundred units, each con- 
sisting of a “how-to-do-it” manual 
and sample field materials, have 
been distributed to state pharma- 
ceutical leaders. 

The manual giving suggestions 


for the campaign consists of a 47- 
page publication, printed and il- 
lustrated in two colors and titled 
“Your Campaign Guide for Fair 
Trade.” The subject material is 
based on an experimental test 
project which was completed by 
the bureau in Rhode Island and 
on other field experience. 


ws The theme of the guide centers 
on the proposition that “Fair trade 
will work for us if we will work 
for fair trade.” 

The first section deals with types 
of campaigns and covers five major 
aspects: A full dress campaign, a 
legislative campaign, an emergency 
campaign, a low-pressure cam- 
paign, and a program for individ- 
ual retailers. A discussion of “basic 
action techniques for reaching your 
publics” comprises the second sec- 
tion and lists the publics to be in- 
formed about fair trade. 

A 500-page, indexed collection of 


program materials also is included 
in the program. This section con- 
tains press releases, radio scripts, 
speeches, background material, and 
research information on fair trade. 


Illinois Meat Appoints 3 

Roger E. Brickman, in the sales, 
advertising and production depart- 
ments, has been named sales man- 
ager in charge of the canned meat 
department of Illinois Meat Co., 
Chicago, Joseph N. Wager, sales 
supervisor, has been appointed 
manager of the midwestern sales 
department, and Charles E. Mar- 
tin Jr. has been named manager 
of the southern and southwestern 
sales division. 


Oxo Appoints Stanfield 

The Montreal office of Harold 
F. Stanfield Ltd. has been ap- 
pointed by Oxo (Canada) Lid., 
Montreal, to handle all advertis- 
ing of its lines of concentrated 
foods in Canada. Newspapers and 
radio will be used. 


= 


Britannica Names Branham 

Charles A. Branham has been 
appointed advertising manager of 
the Encyclopaedia Britannica, Chi- 
cago. He was formerly advertis- 
ing manager of the Liebel-Flar- 
sheim Co., Cincinnati, manufac- 
turer of electro-medical equip- 
ment. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's Key 
Cities over 58,000 population. 
2. Buying center for the Thumb and River 


istrict. 
3. Diversified Industry and Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 
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Family 


SALES DATA: 


Survey of Buying Power 


COLORADO FAMILIES ‘ 


BUY MORE 


AMONG THE 48 STATES 
Colorado—with $1,418,225,000 Retail Sales—ranks: 
Ist in General Merchandise Sales Per Family 
5th _ in Total Retail Sales Per Family 
7th in Drug Sales Per Family 
9th in Furniture, Household, and Radio Sales Per 


15th in Food Sales Per Family 


COLORADO 
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..- and THE DENVER POST se4s hem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 


THE DENVER POST GIVES YOU 
Through Its Sunday Roto, Comic, and Magazine 


Sections: 


97% Coverage of Metropolitan Denver 
94% Coverage of Retail Trading Zone 
74% Coverage of Entire State of Colorado 


397,454 Total Circulation 


_— 
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SOURCES 


10, 1950 


CIRCULATION: A.B.C. Publisher's Statement 
March 31, 1950 
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y, Regan & Schmitt, Inc. 
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Do Transit Lines Do Enough Advertising? 
17 Companies Queried Give Varied Answers 


Cuicaco, July 12—In order to 
discover the answer to a common 
problem, the San Diego Transit 
System has completed a survey of 
advertising methods used by 17 
transit companies, and discovered 
that many plan more advertising 
and consider it a necessity. The 
report, published in the June issue 
of Mass Transportation, reveals ad- 
vertising attitudes of transit con- 
cerns across the nation. 

The transportation industry “as 
a whole has done far to little ad- 
vertising with respect to the ad- 
vantages of its services to the in- 
dividual citizen.” This opinion was 
expressed by Harold Morris, vice- 
president and general manager of 
the United Electric Railway Co., 
Providence, R. I., in the article. 

Mr. Morris wrote as one of 17 
transit officials surveyed by the 
San Diego company on the ques- 
tion, “Does advertising pay?” The 


majority said that it does pay, and 
all agreed that it is necessary. 


= In replying to the question, “Do 
you believe your investment in 
advertising produces financial re- 
turns equal to or in excess of 
costs?” all said that advertising is 
essential, if only for good will and 
to keep the public informed. Some 
frankly admitted that they don’t 
do enough advertising, or that they 
do the wrong type. 

Four other questions asking the 
amount spent on newspaper and 
radio ads, other advertising ex- 
penses, and the ratio of advertis- 
ing costs to gross revenue were 
sent to the transit concerns. 

The company with the highest 
ratio of advertising cost to gross 
revenue, Akron Transportation Co. 
with 0.66%, was one concern that 
advertises mainly for good will. 
The Akron company reported that 


it spent $20,790.95 a year, and 
didn’t know if the business return 
was equal to costs, but said that 
it “must advertise to keep city of- 
ficials, the public and our patrons 
fully advised as to our problems.” 


a In direct contrast to the Akron 
company was Des Moines Rail- 
way Co., whose ratio of advertis- 
ing cost was 0.002%, the lowest 
of the 18 concerns listed. Totaling 
$8,000, the Des Moines company’s 
expenditures were limited strictly 
to newspaper ads. 

However, in reply to the ques- 
tion of whether or not returns were 
equal to costs, company officials 
replied, “Not the type of advertis- 
ing we have been doing.” It out- 
lined a full selling and advertising 
campaign due to start in the near 
future, complete with contest 
prizes, newspaper ads, and leaflets, 
which will cost $26,400 a year, or 
0.009% of gross. 

Public Service Coordinated 
Transport of Newark, N. J., re- 
ported that it spent $220,000 on 


Prominent Users of Strathmore Letterhead Papers: 


No. 88 of a Series 


Commercial Credit 
Company was founded 
in Baltimore 38 years 
ago to make 
Operating Cash 
available to 
Manufacturers and 
Wholesalers through 
a Commercial 
Financing Plan. 


a letterhead of QUALITY 


gives credit to your business 


Commercial Credit Company, while still operating from its headquarters 
in Baltimore, now has more than 300 offices throughout the United States 
and Canada. It has Capital and Surplus of over one hundred million 
dollars. Its wide variety of financing services are being used by businesses 
and individuals to a total of two billion dollars annually. * 


Naturally, such a company desires to convey a feeling of integrity in every 
phase of its business...and understanding the importance of the impres- 
sion letterheads make upon their recipients, Commercial Credit chooses 
Strathmore paper to express this integrity. 


Look at your own company letterhead objectively. Consider the design... 
the feel of the paper...the total impression. Does it say your firm is one 
of sound character and fine reputation? Is it a good representation of 
your company today? If not, have your letterhead supplier submit designs 
on Strathmore expressive bond and writing papers to discover how much 
quality and prestige a letterhead can carry. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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SHORT—Dad’s Old Fashioned Root Beer 

Co. believes the trade name of its prod- 

uct is well enough established to be short- 

ened, so the new illuminated sign on Chi- 

cago’s outer drive gets down to funda- 
mentals, 


advertising, which was the largest 
total of the 18 companies listed in 
the article. Its 0.5% ratio of ad 
costs to gross revenue was tied for 
second along with the San Diego 
system that took the poll. 


a Of this surn, $141,400, or more 
than half of the Newark concern’s 
ad expenses, went for time tables, 
sales letters, bus posters, maga- 
zine ads, postage, labor, and maps; 
the rest was for newspaper ad- 
vertisements, and a small amount, 
$4,600, went for radio promotion. 

The Dallas Railway & Terminal 
Co. replied that its financial re- 
turns from advertising were not 
directly equal to costs, but added, 
“We have to do a certain amount 
of advertising for various reasons.” 
Its ratio of cost to gross revenue 
was 0.35%, which was slightly 
above the average of the companies 
listed. 

The general trend was summed 
up by Mr. Morris who also wrote, 
“TI think it is essential that transit 
companies all over the country do 
more, and not less, of telling their 
story.” 


Shulton to Launch Three 
Separate Campaigns 

Three separate campaigns—the 
main one a strong bid for mass 
shaving cream business—are 
planned by Shulton Inc., New 
York. Beginning in September, 
Shulton will push its Old Spice 
brushless and lather shaving 
creams in seven national maga- 
zines, via “High Adventure,” a 
drama aired over NBC, and a na- 
tional newspaper campaign. The 
latter will use 90 newspapers in 
77 cities with three to five inser- 
tions in each. 

Five women’s magazines will be 
used from July through November 
to promote the new Shulton sham- 
poo. The third campaign, a Christ- 
mas gift drive, will make use of 
national magazines, newspapers 
and Sunday magazine supplements. 
Wesley Associates, New York, is 
handling the account. 


Newman, Lynde Gets 2 New 
Accounts; Shifts Officers 


The Miami office of Newman, 
Lynde & Associates has been 
named to handle the advertising 
of the Florida Plastic Tops Corp., 
Opa Locka, Fla., maker of alumi- 
num outdoor furniture. The agen- 
cy’s Jacksonville office has been 
appointed by the Southern Co., 
Jacksonville, distributor and im- 
porter of liquors, beverages and 
wines, to handle the Three Sis- 
ters wine advertising. 

Newman, Lynde & Associates has 
made the following organizational 
changes: M. Thayeg Newman, pres- 
ident, now chairman of the board 
of directors and treasurer; Hunter 
Lynde, executive vice-president, 
president, and Kenneth F., Small, 


vice-president, executive vice- 
president. 
Joins Michener & Holland 


Louisa M. Roeck, formerly pro- 
duction manager of Walter S. 
Chittick Co. and the McLain Or- 
ganization, has been named pro- 
duction manager of Michener & 
Holland, Philadelphia agency. Miss 
Roeck also was formerly advertis- 
ing manager of Integrity Trust Co. 


Hart Returns to BAB 

Miss Lee Hart has resumed her 
activities as an assistant director 
of the Broadcast Advertising Bu- 


reau, New York, following four| russ 


months’ leave of absence. 
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See Higher Prices 
for All Grades of 
Paper But Newsprint 


New York, July 13—Nearly all 
grades of paper except newsprint 
are trending to higher price levels 
because of record demand and the 
increased cost of labor and mate- 
rials, according to trade execu- 
tives here. 

They said increases in waste 
paper prices, reflecting greater 
need for the raw material, will 
inevitably mean higher prices for 
finished paper. Trade sources 
estimate at nearly 8% the advances 
in pulp and paper chemical prices 
for the third quarter. 

While waste paper prices have 
yet to reach their top levels, it was 
assumed here that increases of at 
least $5 to $10 a ton on major 
grades would be instituted. Ad- 
vances of $5 and $10 a ton in book 
and in writing and bond papers, 
established by some mills, are ex- 
pected to go into general effect. 


m= One spokesman said new price _ 


levels soon would go into effect 
because pulp inventories are low- 
er than usual and finished stocks 
are experiencing a fast turn-over., 
He said the price hikes would be 
largely the result of cost increases, 
Compared with the former price 
of $118 a ton, new third-quarter 
prices for bleached sulphite pulp 
delivered by U. S. mills, range 
from $122 to $123. Canadian and 
Swedish delivered prices were 
placed at $125 and $128 as com- 
pared with the old price of $118. 
On a comparable scale are the 
price increases for kraft, un- 


bleached sulphite and sulphate, — 


and bleached sulphate. 

Executives said both production 
and demand were running above 
customary seasonal levels. Pro- 
duction ratios, after starting to 
taper off in early June, are now at 
the March high levels. Over-pro- 
duction for the week ended June 
24 was 104.2% as compared with 
a 102.6% average for March. 


Form New Baltimore Agency 


Marx S. Kaufman and Samuel 
S. Strouse have formed a new 
agency, Kaufman-Strouse Adver- 
tising, in the Court Square Bldg, 
Baltimore. Among the accounts be- 
ing handled by the new agency 
are: L. Greif & Bro., men’s cloth- 
ing; Calvert Watch Co.; RWL Wine 
& Liquor Co.; J. Engle & Co., jewel- 
ry, and Fleischmann Handle Co. 


MAKE SALES 


We will help you make sales 
in a few wealthy selected 
markets. Ask us for infor- 
mation about those markets 
and their newspapers which 
we represent in the follow- 
ing states: 


FLORIDA NEW JERSEY 
GEORGIA NORTH CAROLINA 
IDAHO OREGON 
ILLINOIS PENNSYLVANIA 
INDIANA RHODE ISLAND 
MASSACHUSETTS SOUTH CAROLINA 
MICHIGAN VIRGINIA 
MINNESOTA WEST VIRGINIA 
NEBRASKA WISCONSIN 
CANADA 


We maintain a well balanced, 
efficient sales organization of- 
fering a top flight, nationwide 
national advertising selling 
service. 


WARD-GRIFFITH CO., INC. 


Building 
SEND FOR OUR CITY ZONE POPULATION FOLDER 
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The si diana and tenia Daily Chronicle 


a 1930 


' ae Consumer Analysis 
% ap of the | 
Spokane Market 


\ 


Le Ready now and bulging with facts, the 1950 Con- 
sumer Analysis of the Spokane Market will help you 
sell more consumer goods in one of the West's most 
responsive regions—the wealthy Spokane Market. 


Conducted by the Market Research Division of R. L. 
Polk & Company, through personal interviews among 
urban resident families, this consumer study provides 
timely, reliable information on buying habits, products 
usage, brand preferences, ownership, and store distri- 
bution. Individual sections cover foods and beverages, 
soaps and cleaners, drugs and toiletries, appliances and 
general consumer goods. The 1950 Consumer Analysis 
will enable you to keep track of trends because the 
study is comparative and reports data for 1948 and 
1949 as well as 1950. Furthermore, data are pre- 
sented in a manner similar to that followed by news- 
papers making consumer studies of the market basket type. Thus you 
can compare product standings in the Spokane Market with standings 
in other cities in the nation. 


Here’s a study you can use now—a study which provides live consumer 
statistics you will use now and for months to come. Address your request 
to the General Advertising Division so that a copy may be reserved for 
you. 


Combined Daily | 
CIRCULATION | 
Now Over 4 


150,000 
81. 84% UN-duplicated 


mame 1 


Reserve your copy 
of the 1950 Spokane 
Market Consumer 
Analysis Now! 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 


REVIEW Comic Sections: Metropolitan Group. 
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The Veneer Is Rubbing Off in Places 


The general appearance of competitive business politeness, sweet- 
ness and light which was so prevalent when every one in business 
was hoping that a few customers would patronize (or bother) the 
other fellow, is wearing off. 

Despite the exceptionally good times, there are many areas in which 
an open transom is no longer an automatic guarantee of large sales 
and high profits. As a result, some of the veneer of politeness and tol- 
erance with which competitors were once wont to view each other 
is cracking. 

In private conversations, in sales dialogs, and more and more fre- 
quently in the public prints, competitive associations and companies 
are lambasting each other with all the fervor and enthusiasm of a 
crusader slicing the head off an unbeliever. 

We view this tendency with mixed emotions. It has always seemed 
to us that the “polite” business school, which in some instances has 
gone almost so far as to say, “We are all very nice, very gentlemanly 
people; you can’t make a mistake no matter which of us you do busi- 
ness with,” is completely unrealistic. Futhermore, it is, as has been re- 
peatedly demonstrated around the world, the nicest and most elegant 
way in which to dispense with the competitive enterprise system. 

On the other hand, the hammer-and-tongs school, in which the 
other fellow is always a villain in salesman’s clothing, peddling shod- 
dy wares encased in a deceptive covering of hot air, seems equally un- 
realistic. Moreover, it bears the same seeds of death as the opposite 
extreme. 

The only thing that seems worse, from the standpoint of a free, 
competitive economy, than trying to prove that everyone is equally 
good, is to try to prove that everyone is equally bad. 

It is to be hoped that individual businesses (and associations, which 
incline toward some of the worst hammer-and-tongs promotion) will 
exercise a truly forward looking, competitive outlook, but at the same 
time will have sense enough not to tear down everything in their 
attempts to gain a temporary competitive advantage. 


The Food Editors’ Conferences 


The periodic conferences which newspapers and their representa- 
tive organizations have set up between their food editors and various 
food manufacturers and distributors are undoubtedly one of the most 
profitable and mutually beneficial movements ever undertaken in the 
newspaper field. 

The conferences allow food editors of newspapers to visit food 
manufacturing plants, to learn how the products they talk about are 
made, sold and served, and to indicate their special problems and 
needs to the promotional and home economics departments of manu- 
facturers. 

At the same time, the manufacturers get an opportunity to meet 
and talk to a hundred or more food editors of newspapers whom they 
might never otherwise get to see, to tell these editors what they are 
doing, to learn the editors’ special viewpoints, and to discover how 
they can be of help in the day-to-day problems of telling Mrs. Ameri- 
ca what and how to eat and serve. 

A major share of the credit for organizing and developing this sim- 
ple but effective mechanism belongs to J. H. Sawyer of Sawyer-Fer- 
guson-Walker Co., who developed the idea originally and who has 
seen it grow to the point where it now is looked forward to eagerly 
by the editors and manufacturers alike. 

The food editors’ conferences are interesting also as one of many ex- 
amples of the type of activity which is becoming more and more com- 
mon among representatives in both the newspaper and radio fielids— 
that is, constructive, helpful cooperation which advances the cause 
of the whole medium on a broad front. Representatives have moved 
a long way out of the “order taker” class. 


“Er 


—This Week Magazine 
| think I’d like this businesswoman’s lunch.” 


What They're Saying 


Electronic ‘Thinkers’ Have 
Far-Reaching Implications 

While it may be misleading in 
some respects to refer to the elec- 
tronic digital computer as a 
“brain,” it is important to realize 
that such a machine performs not 
only the arithmetical functions of 
a desk calculator, but also the 
functions of the person who “op- 
erates” such a calculator... The 
fascination of an automatic com- 
puter is partly due to the fact 
that it performs various opera- 
tions, requiring it to “think” log- 
ically... 

A potent source of interest in 
the automatic computers stems 
from the improved understanding 
of the nature of the human in- 
tellectual processes gained in ana- 
lyzing the structure of these ma- 
chines. 

Many of the problems that arise 
in designing the automatic ma- 
chines are of a purely technical 
nature, for instance, that of de- 
signing an electronic tube that 
will serve as the “memory” ele- 
ment of the computer. To a large 
extent, however, the design of an 
automatic machine is a problem on 
the borderline of economics and 
the science of management and 
administration. 

One way to look at the auto- 
matic computer is to regard it as 
a “factory,” where both the raw 
materials and the output are in 
the nature of one or more pieces 
of information ...The output can 
vary in “quality” and _ timing. 
Quality, for instance, may be 
thought of as the guaranteed ac- 
curacy of so many digits; timing, 
in simplest form, as the total time 
to get the answer. Often it may 
be necessary to trade accuracy for 
time, perhaps with a view to get- 
ting the most accurate results pos- 
sible in a given period of time. 
The machine can be constructed 
so as to perform certain operations 
faster, or more slowly... 

These considerations are strong- 
ly reminiscent of those arising in 
the economic theory of the firm 
—as well as in production and even 
personnel management. The as- 
pects that are especially striking 
are those balancing different types 
of advantages (accuracy, speed) 
against each other and against 
costs, as well as the technical 
problems imposed by the need for 
achieving the “optimal combina- 
tions” of the factors of production. 

The relationship of the problems 
encountered in designing the ma- 


chine to those of economics, man- 
agement and administration sug- 
gests ways of developing these 
sciences on the basis of what has 
been learned in constructing the 
machines, Indeed, certain problems 
in the field of economic organiza- 
tion—for example, the optimal de- 
gree of decentralization—can well 
be analyzed by formulating them 
as problems of optimal arrange- 
ment of an information-processing 
system. 

One must not forget, however, 
that there are other aspects in 
organizing the joint efforts of 
human beings, such as their in- 
dividual, and possibly conflicting, 
ambitions. These introduce com- 
plications and problems of a type 
that do not arise in designing an 
automatic computer. The scientific 
tools for treating such problems 
are just beginning to be devel- 
oped... 


—Leonid Hurwicz, research professor 
of economics and mathematical sta- 
tistics, University of Illinois, in ‘“Cur- 
rent E ic C it,” May, 1950. 


Unfavorable Publicity 

It’s the nature of our business 
that from time to time there oc- 
curs in the hotel something that 
makes news that we regard as un- 
favorable—a suicide, a larceny, 
an accident, any untoward hap- 
pening. 

It’s Statler policy not to attempt 
to conceal from the press the fact 
that the occurrence did take place. 
You [the publicity director], in 
fact, are expected to go farther: to 
report the occurrence to the papers 
immediately, before it is picked 
up elsewhere. 

Give them all the facts. Try 
not to leave any loose ends. If the 
story is cleaned up all in one day, 
so much the better. Then material 
will be lacking to revive it next 
day. 

The friendship you have built 
up with press and radio personnel 
will help you in this kind of situ- 
ation. If your contacts are well- 
disposed toward Statler, they will 
be less likely to play up the name 
of the hotel in reporting the oc- 
currence. In a suicide, for instance, 
perhaps they will state only that 
it occurred in a “downtown hotel” 
rather than “in the Statler hotel.” 
We have all encountered this vol- 
untary understanding on the part 
of our newspaper and radio 
friends. 


—From “Statler Publicity,” a manual 
for the hotel chain’s publicity per- 
sonnel, 
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| Rough Proofs | 


A Los Angeles newspaper quot- 
ed Fred Gamble as saying in 4 
convention speech that the dollar 
has twice the purchasing power 
it had ten years ago. 

This is one of those statements 
that would be very interesting if 
true. 

s 

The Department of Justice anti- 
trust division doesn’t want the 
Outdoor Advertising Assn. of 
America to fix rates of commission 
paid to advertising agencies. 

Do the boys in Washington think 
everybody should pay 15%? 

= -. 

Ben Chapple Jr. became presi- 
dent of the NIAA just 25 years 
after his dad was elected to that 
position, an indication that the 
old-timers in industrial advertis- 
ing are beginning to get just a 


Bos 


little bit historical. 
” 


BBDO, which has taken over 
the advertising account of the Ami- 
no Products division of the Inter- 
national Minerals Corp., agrees 
that in food preparation the Ac’- 
cent should be on flavor. 

* 

“Big ad gains cheer newspaper 
ad execs,” says the AA headline, 
and the publishers of Media Rec- 
ords are sure nothing else in the 
business can bring such assurance 
of good cheer to one and all. 

e 

Continued prosperity depends on 
the development of additional con- 
sumer spending, asserts Paul M. 
Mazur. 


Wives throughout the nation 
greeted his pronouncement with 
three rousing cheers. 

oo 

Los Angeles may not have passed 
Philadelphia in the population race, 
but in spite of those fast cars pro- 


duced in Detroit, it is now one up > 
on the motor capital. | 

“We must discard our theory of 
mass mimeographic attacks on re- 
tailers’ waste-baskets,” Peter Ben- 
ziger told newspaper advertising 
executives in convention assem-_ 
bled. ' 

The A. B. Dick Co. will —_ 
that. 

* 

The “change peak” for new 
mothers, Baby Talk has discov- 
ered, begins with the third month 
of pregnancy. 

Maybe before that she isn’t quite 
sure she’s going to be a new 
mother. 

* 

Electric Auto-Lite Co. tells in 
current advertising about its work 
in the development of the automo- 
bile starter. 

Before that, motoring was 4 
man’s world and a broken arm in 
a sling was a badge of member- 
ship in the fraternity. 

n 

“The agency should not expect 
newspapers to give paid positions 
at run of paper rates,” says the 
Four A’s. 

Well, a space buyer can always 
ask, can’t he? 

* 


Branch Rickey says the Brook- 
lyn Dodgers are weak in relief 
pitching and the standing of the 
clubs indicates that Branch knows 
what he is talking about. 
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One half of the 
Philadelphia Market 


lives outside the city limits 


When you tell your sales story 

in the nation’s third largest 
market—make SURE the vital, growing 
half is included in your audience. 


Schedule THE INQUIRER! 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS SUBURBAN AREAS 


Che Philadelphia Mnguirer 


NOW IN ITS 17TH CONSECUTIVE YEAR OF 
TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 


1950 
3 ) ie ASS 
| VA oO hen = » 
Y, lll : ; - : ee. S : 
quot. Vy f ld as % ae is ‘ 
in a 4 - 
lollar Y ' » - Ss = 
ower ? if a re - . ‘ > * =| r ef * be é 
— : ' wit j — , : 
| ¢ . Bek — _ i i. ei 
anti. ‘ .  — Biv. A. +- ‘ J —_ J 7 
_ « se a | js Ee el Le : 
ssion _ . : Cf tole : - =e 
think a 4 : oa " ee > ;, \ \ ie i \ * x j _ — . 4 
q ins a Le f _ gt AG oe} ae . = 
lll a bs ee 4 . A e * 
i Re eae aS ——_—. ae Po en 4 ie ee ; 
—_ #~sa" ol 3 ow'D, Fe ¥ 
: TT —_—_—— = l(Ct: eA. eee as ? gene > 3 i. 
= i as -s % 2 di -.. cx ; f — - ee: i e- ee OR < 
iter- ’ ow o™ < 
rea ff wT 
Ac’- gt gti . 
aper | ae as ; ; 
line, “a ae 
Rec- < ‘i 
- the ’ ig 
ance PO « a i 3 
-| (eee q 
con- | oe A eae Po es —_ ss 
ation se OF \ ~~ e do og = Ry i cro 
with o x ie a 4 es als Sac’ in’ 4 
\ Se wo at + ys E 
: yw * wet ' wd | : 4 P ; = eo F ; if : 
ssed a oo” Ln../| ame ry % : i a he Nigh ' , 
race, eet , 4 F ‘ Sie pes / ‘ yo 4 
pro- | , = a “SD. Re, ae | ny 
e up | ; 4 ise . ae Ye on . 
a 5 > Soe ae Si, ~ . M/Sva | 
y 0 : : i ex, e ‘ bane ; 
| re- a a 7 hg a i e oe : 
send t - > 7” ee, SS Sng ' a: ae ss | 
sing | oe: fe —<— ea” Sit ot , 
em- o po ae \ 2 
5 e . woe “ er ‘ 4 ey %, iY 
) ap ite® |) otal or 
sent | cot Ree eee. : 
[a ‘4 : 
cov- ne e: me 
onth << 4 Vi is a * 
new S&S ca ae Wi 
BY Yr, ; 
5 in a > “ie Ligh Fo adie * a : i 7 
vork ee es et ae re 
iit . _* ; 
s a pe : 
n in ; 
per- 
pect 3 
a PHILADELPHIA 
e re 
PREFERS THE : 
yays Es 
— ee 
»0k- 2 
_ ee : 
the S, 
ows = 
Cus ee : 
i sie - foMeR : eae me re Ee on ae gC en eT icleap rate teas Ce ESE aT SE ee Phe gigas a ee heat: St gr meiaee Oe pean gee ee ese eS anaes we eee ees meine pedo (TRS — 


14 


Gets Automobile Account 


Herbert W. Frank Advertising 
Agency, Boston, has been appoint- 
ed to handle the advertising of the 
British Motor Car Co., regional 
distributor of the Hillman Minx 
automobile. 


Kaufman to Pedlar & Ryan 


Muriel Kaufman, formerly chief 
copywriter of Russeks, has joined 
the fashion group of Pedlar & 
Ryan, New York. 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 
THE PORTSMOUTH STAR 


Per family buying power $4,046 
Effective buying income $90.220,000 
City circulation coverage 112% 

An ideal test market for your product 


WE WILL COOPERATE—ASK FOR INFORMATION 
a By 


WARD-GRIFFITH CO., INC. 


k Lexin B NEW YORE 
Wrigley ee Ba ... CHICAGO 

eral Motors Building -DETROIT 
Statler Office Buil 8T 


Prices Are Moving Upwards 
in Anticipation of Spending 


WASHINGTON, July 13—The up- 
swing in commodity prices is up- 
setting applecarts. The President’s 
economic advisers say the econ- 
omy could absorb at least $6 bil- 
lion of new military spending with- 
out serious inflation. But a “war 
psychology” appears to be grip- 
ping the markets, and prices are 
moving up in anticipation of the 
spending which is yet to come. 

It’s easy to see why this would 
happen. Experienced business men 
suspect that we are in for a long 
period of mobilization, (or semi- 
mobilization). Even if the Korean 
campaign were to be relatively 
short, they belfeve Congress will 


By STANLEY E. COHEN, Washington Editor 


go along on an extensive pre- 
paredness program to make sure 
that we are not caught off base in 
some other part of the world. 


There is still no inkling of what 
is ahead for business, but the pre- 
vailing opinion here is that the 
economy is in for some sharp jolts. 
Those who have been through this 
sort of thing before need not be 
reminded that radio manufactur- 
ers cannot build large amounts of 
radar, and continue to produce 
400,000 TV sets monthly. Nor can 
the automobile and steel indus- 
tries handle a sizable order for 
heavy tanks without altering the 
pattern of passenger car produc- 
tion. 


The most stubbern problem is 
likely to be manpower: with only 
3,000,000 unemployed, it is virtual- 
ly impossible to build the armed 
forces and staff up defense plants 
—such as the synthetic rubber 
plants—without diverting workers 
from peacetime occupations. 
There’s no inkling of what’s ahead 
for Congress, either. Though there 
is some uneasiness about it, the 
prevailing sentiment is sti'l to pass 
the appropriation and tax bill, and 
head for home. 

There is talk of another session 
in November, in the event that 
the President needs additional 
funds and authority to carry out 
the preparedness programs. 

e ” . 


Barring a change in congres- 
sional plans, Federal Trade Com- 
mission’s anti-merger bill will be 
lost in the adjournment rush. The 
bill—pending for nearly 20 years 
—passed the House and got Senate 
judiciary committee approval this 
time, and was “slated” for adop- 
tion. But Majority Leader Scott 


Lucas (D., Ill.) recently wrote a 


GREATEST INCREASED NET 
SALES of ANY COMICS GROUP! 


Latest S.M. Box Score based on 6 month period ending Dec. 1949 
period of previous year indicates Harvey c i 


over same 
d 22.6% 


t last, 


Let’s face the facts about HARVEY COMICS 
GROUP as an advertising medium reaching the 


important youth market. 


1. Strongest titles in the field. 


2. Unquestioned acceptance by parents and organiza- 
tions. 

3. Nationwide publicity and backing in newspapers, ra- 
dio, television and magazines. 

4. Carefully edited, written and drawn by the nation's 
leading cartoonists and illustrators. 

5. Finest four color newsprint printing available. 

6. More important advertisers now in Harvey Comics than 
any previous year. 

Effective Half Page $3,025. 

ict, 3,900,000 ABC sr 38 


HARVEY COMICS GROUP, inc. 


America’s Famous Comics Magazines 


1860 Broadway, New York 23, N.Y. 


Tel: Circle 5-7662 


Advertising Representatives: 
New York—W. T. Mayers, 130 East 61st Street, N. Y. 21. 


Chicago—O. A. Feldon, 105 West Madison Street, Chi. 2. 


sees ture 


(capri Sin 


Syl mee LI WIRY 


AT YOUR 
SERVICE! 


Idea, copy, art and 
consultation depart- 
ment! 

Complete produc- 
tion facilities for 
COMICS BOOKS 
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constituent that there wouldn’t be 
time to handle the problem. 

The merger bill is designed tp 
close a gap in the anti-trust laws 
which enables companies to absorh 
their competitors by buying the 
physical assets (it is already i). 
legal to buy their common stock), 
Opponents say it is unfair to fam. 
ily corporations; might prevent 
them from liquidating if they 
wished. It’s supposed to be a par 
ticularly pressing problem in the 
newspaper publishing business, 
where companies often fold by 
selling out to their competitors. 

2 * 2 

Post Office Department is threat- 
ening to revoke second class mail 
rights of certain comics books, fea- 
turing exploits of TV and movie 
characters. Department officials 
say the books are primarily ad. 
vertising, and ought to pay third 
class or parcel post rates. 

The department’s curiosity was 
aroused when about 50 such books 
applied for second class during the” 
past six months. Crux of the gov-" 
ernment’s gripe is that comics book — 
publishers entered into contracts 
requiring them to devote at least 
a page of every issue to a plug for 
the heroes’ current films. 

« © a 

Advertising may play an im- 
portant part in the effort to build 
the armed forces, but the deci- 
sion has not been made yet. 

At the moment, the Army and 
Air Force advertising program is 
out of funds—waiting for the Sen- 
ate to finish with the 1951 ap-— 
propriation bill. 

Recruiting officers are taking 
advantage, however, of _ spots 
which had already been reserved 
on 575 radio stations through July 
20. 

Special commercials have gone 
out urging young men to volunteer? 
now—while they can still have a’ 
choice of service and branch. 

Army and Air Force will stick 
with Grant Advertising. The agen- 
cy has been on the account for six 
months, and will get a 12 month 
renewal as soon as President Tru- 


man signs the 1951 fund bill. 


Maps Old Sunny Brook Drive 


National Distillers Products 
Corp., New York, will promote its 
Old Sunny Brook whisky during 
the hot weather with the theme of 
“Hot? Get next to a cool Sunny 
Brook.” Magazine ads are sched- 
uled to appear in full color in 
Ebony, Life, and Our World in_ 
addition to 500 newspapers, car” 
cards, painted bulletins and win- 
dow displays. Lawrence Fertig & 
Co., New York, is the agency. : 


Barnes Chase Names Davis 


Barnes Chase Co., Los Angeles, 
has appointed Charles V. Davis, 
formerly with Leo Burnett Co., as 
account executive and merchan- 
dising director of its Los Angeles 
and San Diego office accounts. 


Transcast Names August 


Raymond S. August, formerly 
treasurer of the Statler Health 
System, has been appointed gen- 
eral manager of Transcast Corp., 
Boston, bus-radio advertising me- 
dium. 


Wilten Agency Moves Offices 


Marjorie Wilten Advertising has 
moved its offices from the Rail- 
way Exchange Bldg., St. Louis, to 
7602 Forsythe Blvd., Clayton, Mo. 


QUINCY — 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$109,695,000 Effective buying income 
$85,616,000 Retail Sales 

Quality of market index 104 
Advertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


By 
WARD-GRIFFITH CO., INC: 
Park Lexington Building........... NEW YO 
Wrigley Building ..........scessseeees CHICAGO 
eral Motors Building..........+++- DETRON 
Statler Office Building.........++.++++: BosT ; 
22 Marietta Street...........+.+++++55 ATLANT. 
uss Building ...........++++ SAN FRANCI 
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MINIATURE—Leslie Salt Co., San Fran- 

cisco, is marketing these miniature copies 

of its standard package, each contain- 

ing two-fifths of an ounce of salt and 

packed six to the carton, which sells for 

10¢. Long Advertising Service is the 
agency. 


_ 2/3 of Supermarket 


_ Buying Is Impulse 
Type, du Pont Shows 


WitmincTon, Det., July 12—The}| 


value of point of sale display mate- 
rial and attractive packaging of 
consumer goods has been demon- 
strated by a du Pont survey which 
reveals that exactly two out of 
three supermarket food purchases 
are based on decisions made while 
shopping in the store. 

The figures, published by E. I. 
du Pont de Nemours & Co. in a 
booklet titled “Stop, Look, and 
Buy,” show that of all items bought, 
38.4% were unplanned (impulse 
buying), 26.7% were generally 
planned, 1.5% were substitutes, 
and only 33.4% were definitely 
planned. 

From these figures the report 
draws the conclusion that people 
are shopping with an open mind 
for what looks good, and suggests 
that market operators push prod- 
ucts “which by themselves in- 
fluence store decisions to buy.” 


# Attractively packaged goods 


_ were cited as one example of this, 


and it was pointed out that, of all 
cellophane packaged items pur- 
chased, 58% were on impulse, as 
compared with 38.4% for all other 
items. 

The report indicates a trend 
toward more buying decisions 
within the store during the past 
five years. A similar survey made 
in 1945 showed that nearly half 
of all purchases were planned be- 
fore the buyer reached the store. 
Now only a third are definitely 
planned. 

Other findings show that 65.3% 
of all shoppers interviewed en- 
tered the store with only mental 
shopping lists. About a fourth had 
written lists, and the rest had 
partially written lists. 


# Sponsored by du Pont’s film de- 
partment in conjunction with the 
company’s market research sec- 
tion, the survey covered inter- 
views with nearly 2,000 shoppers 
in key cities from coast to coast. 
It involved 35 modern supermar- 
kets in Atlanta, Cincinnati, Minn- 
€apolis, Newark, St. Louis, San 
Francisco, and Springfield, Mass. 

The method used was to list all 


ROCKY MOUNT 


NORTH CAROLINA 
One Of The Nine Largest Cities In 
North Carolina Reached By The 

The Evening & Sunday Telegram 
A modern industrial city, largest east of 

eigh and north of Wilmington, offering 
& field rich in Agriculture, Manufacturing, 
Tobacco Culture & Marketing. 

SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH co., INC. 

k Lexington Buildi 

Wrigley Buildin rererer 
eral Motors Building.... 

Statler Office Building 


food items a shopper planned to 
buy as he or she entered the mar- 
ket. A second interview—a sur- 
prise to the shopper—then checked 
the purchases actually in the bas- 
ket as the shopper came to the 
check-out. 


Ohio Injector to F&S&R 

Fuller & Smith & Ross, Cleve- 
land, has been named to handle 
the advertising of Ohio Injector 
Co., Wadsworth, O., manufacturer 
of industrial and marine valves. 
Norman Malone & Associates, Ak- 
ron, formerly served the company. 


Names Gourfain-Cobb Agency 


Skinner & Pelton, Chicago, man- 
ufacturer of Silavox, an earphone 
attachment for television, has 
placed its advertising with Gour- 
fain-Cobb Advertising Agency, 
Chicago. Trade publications, mag- 
azines, newspapers and TV spots 
will be used. 


Names Mrs. Seals A. M. 

Mrs. Margaret Seals has been 
appointed advertising manager of 
Mytinger & Casselberry Inc., Long 
Beach, Cal., national distributor of 
Nutrilite Food Supplement. 


Butler Adds Duties 


M. J. Butler has been appointed 
assistant business manager of the 
Houston Chronicle. He has been 
with the paper since 1945 as man- 
ager of the promotion and research 
department, a position he will con- 
tinue to hold. 


Joins Hoffman & York 


Joel Kursel, formerly in the ad- 
vertising department of Bucyrus- 
Erie Co. and with Scott Inc., Mil- 
waukee agency, has joined Hoff- 
man & York, Milwaukee agency, 
as an account executive. 


15 


Floyd Piper Advanced 


Floyd A. Piper has been named 
manager of the general advertising 
department of the Daily Press and 
the Obdserver-Dispatch, Utica, N. 
Y. He joined the Daily Press in 
1922 and since 1941 has done na- 
tional advertising, promotion and 
merchandising work. 


Pabst Sales Boosts Basche 
Robert F. Basche, merchandising 
manager of Pabst Sales Co., Chi- 
cago, has been named assistant ad- 
vertising manager. He has been 
with the company for nine years. 
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SHOW 


F OF ana regular Home use! — 


% When we print your ad on “‘self-stik”’ 
MysTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And MystTIk gets the best spots... 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut Myst1K to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 


and projection displays. 


MysTIK is just part of CH1caGco SHow Printing 
Company’s full line of point-of-sale services and 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 


and distribution. 


FREE—Write for sample and new book, 
“39 Ways to Use MYSTIK.” Also idea book on 
cardboard and other displays of every kind. 


OFFICES IN PRINCIPAL CITIES 


Self-Stik 
Point-of-Sale 
Advertising 


| prinrinc COMPANY © 2639 NORTH KILDARE e CHICAGO 39,1LLINOISe IN NEW YORK 1775 BROADWAY 
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DURING THE FIRST SIX MONTHS 
OF 1950 THE POST CARRIED 
MORE ADVERTISING LINAGE 

THAN ANY OTHER MAGAZINE 


se 2,218 pages 
SR rls | ae 1,889 pages 
COLLIER’S........ . 806 pages 
RG... aire bene) . T16 pages 


THE POST CARRIED: 


329 more pages than LIFE 
1412 more pages than COLLIER’S 
1,502 more pages than LOOK 
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THE POST IS FIRST WITH THE 
PEOPLE WHO SELL, BECAUSE IT’S 
FIRST WITH THE PEOPLE WHO BUY 


Ever since the war The Saturday Evening Post has carried more 
pages of advertising than any other magazine. And it was true 
before the war, too. Why? Because advertisers know that when they 
need to sell, they need the unmatched impact and influence of The 
Saturday Evening Post. 


For generations, advertisers have known that the Post is more 
than just a magazine with a big circulation. Results have shown them 
that the Post is a part of the American family, that it has a voice in 
the family councils, and that its voice is heeded. 


Today, there is proof of why and how the Post is able to out- 
distance any other magazine in influencing readers. This proof is found 
in the results of one of the largest and most scientific studies of 

reading habits of weekly magazines ever made. In brief, here is 
what the study shows: 

1. Readers spend more time with the Post. 

2. Readers return more often to the Post. 


3. Readers believe the Post is more reliable. 


4. Readers have more confidence in products advertised 
in the Post. 


5. Readers pay more attention to advertising in the Post. 


The complete results are available in a presentation called“ The Measure 
of a Magazine.” To see it, call your Saturday Evening Post representative. 
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Conde Nast Ups Beckmann 


Joseph E. Beckmann Jr., former- 
ly southwest representative of 

lamour, has been named south- 
west representative of all Conde 
Nast publications—Glamour, 
House & Garden, Vogue and Vogue 
Pattern Book. 


SALISBURY 


NORTH CAROLINA 
The State’s No. 1 Per Capita Market 
Covered By 
THE SALISBURY POST 

The Salisbury market is:— 

lst in per capita Retail Sales 

3rd in per capita Drug Sales 

65th in per capita Food Sales 

7th in per eapita General Mdse. Sales 
Advertise in Salisbury Daily & Sunday Post 

SEND FOR. ourR FOOD ee SURVEY 


WARD-GRIFFITH Co., INC. 
Park 


AN FRA 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


Wm. Friedman’s ‘Mr.’ 
Joins Lopez’ ‘Sir’ 


New York, July 10—All Wil- 
liam Friedman magazine inter- 
ests have been purchased by the 
Volitant Publishing Corp., it was 
announced here today by Adrian B. 
Lopez, president of Volitant. 
Monthly circulation of the com- 
bined group is placed at nearly 
4,000,000. 

The Friedman group (total cir- 
culation: 2,500,000) includes Piz, 
Mr., Picture Show, Picture Fun, 
Famous Police Cases and a group 
of comics books: Buffalo Bill Com- 
ics, Indian Fighter, Redskin and 
Pecos Pete. 


s In the Volitant lineup are Laff, 
Hit, Sir, Man to Man, Sensational 
Detective, Vital Detective and 
Famous Models. 


According to the announcement, 
William Friedman will join Vol- 
itant as vice-president. No other 
executive personnel changes are 
contemplated. 

Mr. Lopez said that, while no 
policy changes are anticipated, 
arrangements have been made to 
televise two of the comics on a 
commercial basis. The programs, 
in movie form, involve Buffalo 
Bill and Pecos Pete. They will be 
ready for fall showing. 


Gardner Names Westwater 


Suzanne S. Westwater, Romany 
account executive of Leonard 
Fellman & Associates, Philadelphia, 
has been appointed director of mer- 
chandising and research of Donald 
W. Gardner Advertising, Boston. 


Appoints Alfred Marshall 


Alfred Marshall has been ap- 
pointed Ontario representative for 


the Montreal Financial Times. 


RN is 


‘51 Philco Line 
to Be Presented 
in Magazine Ads 


Newspaper Pages Will 
Pave Way for Fall 
Drive in TV Markets 


PHILADELPHIA, July 13—Antici- 


‘|pating a sales volume of more 


than 1,000,000 television receivers 
in 1950, Phileco Corp. this month 
will give the consumer an advance 
glance at the company’s fall ad- 
vertising plans for its “balanced 


beam” 1951 television line, with a 


full-page newspaper campaign in 
all marketing areas. 


9) 


Wel re 


Whos to say when you need tires 7 


First step in moving your products through the 


You, of course! But, often, it’s at the corner serv- 
ice station you're first reminded that your treads 
are wearing thin. And purchases there, by you 
and millions of other car owners, have made this 
convenient source today’s largest marketer of 
replacement tires, batteries and accessories. 


Most merchandise on sale at service stations 
was sold first to oil companies and oil jobbers. 
Management recognized it as_traffic-building 
goods. Sales and merchandising crews viewed it 
as promising volume business. It became part of 
the progressive TBA program because oil men at 
headquarters, in regional offices and in the field 
believed in it, accepted it. It is merchandise that 
has won approval right down the line. 


nation’s best service stations is to place your 
story before oil marketing men. Reach them, tell 
them, sell them through National Petroleum News 
.. the oil industry’s marketing magazine! 
Planning to build sales through service stations? 
Write for helpful, new fact-booklet titled “TBA.” 


*UBA 


oil jobbers, conducted through 


National Petroleum News. 


is the oil industry's designa- 
tion for tires, batteries and 
accessories now being sold in planned 
programs directed by oi! companies and 


tion's best service stations, promoted by 


the na- 


National Petroleum News 


Advertising Age, July 17, 1956 


The campaign will consist of two 
or three full pages in all television 
markets. The exact schedule and 
the number of pages to run have 
not been decided. Decisions wil] 
be made by Philco and its agency, 
Hutchins Co., for each page, indi- 
vidually. 

Following this campaign, which 
will not be supported either by 
radio or television spots, Philco 
will begin laying plans for the 
kick-off of its big drive in Sep- 
tember—the most concentrated ad- 
vertising promotion in its history, 

This campaign will break with a 
full-color spread in Life, The Sat- 
urday Evening Post and other con- 
sumer publications. Introductory 
pages will be used in more than 
100 newspapers in every television 
area. 


@ The reappearance of “Philco 
Playhouse” on NBC-TV, Sept. 10, 
will signal the beginning of televi- 
sion support for Philco’s new tele- 
vision line. Radio support will 
come mainly from Don MeNeill’s 
“Breakfast Club,” which is con- 
tinuing through the summer 
months. Philco also will cooperate 
with distributors 


in- the purchase of an  un- 


limited number of radio and tele- © 


vision spots to back up the regu- 
lar institutional campaign. 
Decision to break early with 
newspaper ads stemmed from the 
fact that the recent Philco conven- 


tion in Atlantic City brought or- © 


ders five times as large as those 
received a year ago. 

“Both in units and in dollars, 
orders for Philco television receiv- 
ers have reached an all-time peak,” 
declared Fred D. Ogilby, vice- 
president of the company’s tele- 
vision and radio division. “The en- 
thusiastic response by distributors 
and dealers to our 1951 line of 


34 new models, the most complete | 


line ever offered by a television 
manufacturer, means that we are 
well on our way to our goal of pro- 
ducing and selling over 1,000,000 
television sets this year.” 

Low prices and excellent per- 
formance are responsible for the 
heavy orders, he said, adding that 
many dealers are able to watch 
performances in Atlantic City from 
Philadelphia stations 60 miles 
away. 


WMLD to Start Aug. 1 


WMLD, new FM station in St. 
Petersburg, Fla., will begin regu- 


lar musical broadcasts about Aug. 


1, operating as a commercial sta- 


tion, With the same programs, the © 
station also will serve private sub- — 
an- 


scribers with advertising 
nouncements deleted. Charles Lenz 
is the owner and Phillip McKenna, 
general manager. 


Robert Coates Forms Agency 


Robert S. Coates has resigned as 
advertising manager of Hornstein 
Photo Sales to start his own adver- 
tising agency, Robert S. Coates Ad- 
vertising, at 28 E. Huron St., Chi- 
cago 11. Ray Lambert, formerly as- 
sistant sales manager at Hornstein, 
has been named to succeed Mr. 
Coates as advertising manager. 


Tompkins to U. S. Reduction 


R. W. Tompkins, formerly man- 
ager of the Chicago and midwest- 
ern operation of the United States 
Plywood Corp., has been appointed 
general sales manager of U. S. Re- 
duction Co., East Chicago, Ind. 


SHEBOYGAN 


WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin’s key citi# 

over 50,000 population. 

2. Home of Prange’s, world’s largest de 
partment store in a city the size of 
Sheboygan. 

3. Diversified Industry. 

SEND FOR OUR SHEBOYGAN maneat FOLDER 
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NEW LABEL—Soon to be introduced by 
Real Gold Citrus Products, Redlands, 
Cal., will be this colorful new label for 
its concentrated quick frozen orange 
juice. Created by Raymond Loewy Asso- 
ciates, the label is lithographed in six 
colors directly on the can. The top of 
the can also shows the Real Gold name. 


See eee a 


Bs ein a i 


Shortage Seen for 
Canned Citrus Juice 


Dave Ciry, Fra., July 12—A 
shortage of canned citrus juices 
was predicted last week by Pasco 
Packing Co. here in its weekly 
price bulletin sent to all brokers. 
Stocks on hand, as reported by the 
Florida Canners’ Assn. on June 17, 
totaled 6,299,658 cases. 

With four months to go until the 
new pack will start, the Pasco 
bulletin shows 2.1 months’ supply 
of orange juice, 2.6 months’ supply 
of grapefruit juice and 2.2 months’ 
supply of blended juice. : 

“In making these comparisons,” 
the company said, “it must be re- 
membered that the consumption of 
citrus juices is much greater dur- 
ing the hot summer months of 
June, July and August than for the 
month of May.” During May, con- 
sumption was estimated at 2,723,- 
000 cases. 


‘Digest’ Has New Guarantees 


New advertising guarantees have 
been announced for the Scandina- 
vian editions of Reader’s Digest 
for 1951 issues. These are: Swe- 
dish edition, up from 220,000 to 
250,000; Danish, up from 215,000 to 
250,000; Norwegian, up from 150,- 
000 to 175,000; Finnish, down from 
100,000 to 75,000. Ad rates will re- 
main unchanged. 


Bruce Appoints Bargenquest 


M. J. Bargenquest, formerly with 
Bucyrus-Erie Co., handling the ad- 
vertising on Excavating Engineer 
and the Driller, has been named 
by Bruce Publishing Co., St. Paul, 
to handle the national advertising 
of Hardware Trade and Northern 
Automotive Journal in the north 
ae and middle Atlantic terri- 
ory. 


Petry Names Maillefert 


William B. Maillefert, formerly 
president and general manager of 
WVET, Rochester, has joined Ed- 
ward Petry Co., radio-TV station 
Tepresentative, as an account ex- 
ecutive. 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province— Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous Ontario 
centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 
WARD-GRIFFITH CO., INC. 
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PITTSBURGH, July 13—Tests by 
Regina Candy Co. here show that 
its customers today would rather 
pay full price for candy and get a 
free gift, than pocket an actual 
cash savings made possible by 
drastically dropping the price of 
the candy, even though the cash 
savings is greater than the value 
of the gift. 

The reason, believes Regina 
Green Barg, sole owner of a long- 
established retail store selling high 
quality candies, is that customers 
want to say they got something 
free. 

During its 1949 anniversary, Re- 
gina’s sold $1.10-and-up quality 


Customers Prefer Something Free to Price 
Saving, Pittsburgh Candy Retailer Finds 


chocolates for 75¢, giving each cus- 
tomer a savings of from 35¢ to 
75¢ per pound on each pound pur- 
chased 


But Regina’s 1948 and 1950 an- 
niversary special of a pound of 
fudge free with each purchase of 
a pound of chocolates brought far 
greater results. 

Regina advertises regularly on 
the radio and in metropolitan 
newspapers. 


Sam Hall Joins KXOK-FM 


Sam L. Hall, formerly with East- 
ern Airlines, has joined the sales 
staff of KXOK-FM (Transit Ra- 
dio) in St. Louis. 


Brown Rejoins Willys 

Ferdinand M. Brown has re- 
turned to Willys-Overland Motors, 
Toledo, after an absence of 17 
years, to become special assistant 
to William S. Venn, general sales 
manager. He will be responsible 
for realignment of territories and 
expansion of distributor organiza- 
tion on a national level. He had 
been manager of the government 
sales division of Packard Motor 
Car Co., Washington. 


Segal Appoints Pew 
Marlen E. Pew Jr. has been 


Safety Razor Corp., New York. 
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Lewis to Gordon-Marshall 

Gordon-Marshall Inc., St. Louis, 
has appointed Wilson Lewis, for- 
merly with Socony-Vacuum Oil 
Co., as account executive. 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 
THE CHARLESTON DAILY MAIL 
1, The Daily Mail, Charleston’s only evening 
newspaper. 

2. The Daily Mail, West Virginia’s largest 
afternoon paper. 

8. The Daily Mail leads in retail food ad- 


named public relations cyunse! of} ‘ernns. 

Segal Lock ) ga New = y As, 71 Bae 
York, manufacturer of jimmy- ms , 
proof locks and builders’ hardware, me en a suilaing CO en poss 
and its divisions, Norwalk Lock gley ‘rs 
Co., South Norwalk, Conn.; Sega-| Statier Omes "Buildings “BOST 
lock Fasteners Inc., and Segal | #2, Merete St area 


uss Building SAN FRAN 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


ground. 


the South’s largest 


bound shoppers. 


NEARLY EVERYONE in 
video knows the back- 


During Atlanta’s re- 
cent 37-day transit strike, 


store turned to WSB-TV as a means 
of serving its many patrons. 


Telecasting directly from an im- 
provised studio in the store, Rich’s 
personnel and WSB-TV staffers 
modeled, demonstrated and dis- 
played merchandise for strike- 


And like most everything else 
Rich’s does—the customers loved it! 


Telephones jangled. Incoming 


already.” 


department 
* 


blazing a trail 


Street in its 


trunklines jammed. Results were 
apparent. Said a store executive: 
“We sold something of everything 
we displayed on television. We are 
pleased with what we have seen 


AND so IT Is that a programming ° 
idea which originally was conceived 
as an emergency measure is now 


ness and for television. 


For now, high above Forsyth 


Burmpinc,” this great store has allo- 
cated 2,400 square feet of tremen- 
dously valuable display space to a 


a 
4% 


S el 
fo 


® 
' 
: 
i 


permanent television studio. It is 
equipped and manned by WSB-TV. 


Rich’s telecasts — a solid hour a 
day, five days a week — continue 
indefinitely, on WSB-TV. 


Once again it has been proved 


for both retail busi- 


fabulous “Bripce 


that when seen through “‘The 
Eyes of the South” — television is 
sellovision! 


’ 


wsb-tv 


ON PEACHTREE STREET 


ATLANTA 


Represented by Edw. Petry & Co., Inc. 
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NO. 1 WITH 
AUTOMOBILE DEALERS 
Total Naming One Magazine 100.0% 
i G. 


eee 50.17 


Mag. A smu 26.2% 
Mag. B am 11.6% 
Mag. ( =7.7% 
Mag. D = 4.4% 


NO. 1 WITH 
HARDWARE DEALERS 


Tetal Naming One Magazine 100.0% 
C6. 48.7% 
Mag. A ams 27.0% 

Mag. B a= 11.8% 

Mag. D =7.2% 

Mag. C 35.3% 
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| NO. 1 WITH BUILDING 
MATERIALS DEALERS 
| Total Naming One Magazine 100.0% 


C. G. mms 39.2% 


NO. 1 WITH 
DEPARTMENT STORES 


Total Naming One Magazine 100.0% 


C. 6. _ 48.2% 
Mag. A mmm 28.5% 
Mag. B om 14.7% 

Mag. D =7.4% 

Mag. C «1.2% can 
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Mag. B emu 27.5% C6. es 63.2% 
Mag. A mm 20.5% — Mag. A mum 19.2% 
| Mag. C =6.6% Mag. B = 9.3% 
| Mag. D = 6.2% Mag. D = 5.7% 
“a wren | Mag. C =2.6% 
he eh ch age at ae te 
NO. 1 WITH [> 
JEWELERS NO. 1 WITH 
Total Naming One Magazine 100.0% | SHOE DEALERS 
C.G. mn 41.4% Total Naming One Magazine 100.0% 
Mag. A am 20.8% C. CG. es 45.0% 
Mag. C ums 20.8% Mag. A mums 28.7% 
Mag. B == 11.7% Mag. C ==10.4% 
Mag. D =5.3% Mag. D = 9.3% 
Ban B =6.6% 
NO. 1 WITH —— 
FEED DEALERS *< NO. 1WITH 
GROCERS 


Total Naming One Magazine 100.0% 
CG. mmm 45.4% 
Mag. A mums 31.1% 

Mag. B am 14.3% 

Mag. D = 8.0% 
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Total Naming One Magazine 100.0% 
C. G6. 44.0% 
Mag. A mmm 27.8% 

Mag. C =m 14.1% 

Mag. B am 9.4% 

Mag. Du4.7% 


Total Naming One Magazine 100.0% 
C. G6. es 47.4% 
Mag. A sme 32.4% 

Mag. B = 9.6% 

Mag. D = 7.6% 

Mag. C 23.0% 
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NO. 1 WITH ELECTRICAL 
APPLIANCE DEALERS 


Total Naming One Magazine 100.0% 
C. G6. en 45.8% 
Mag. A am 24.0% 

Mag. B am 13.1% 

Mag. C == 12.0% 

Mag. D 5.1% 
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These results of a new nationwide survey show dealers in 1] major 
lines agree — as dealers have throughout the years: “Country 
Gentleman helps us better than any other rural magazine to make more 
sales.” 

This 1950 survey was made during May by R. L. Polk and 
Company on their own stationery. Polk's tabulations show 
Country Gentleman far ahead of the field with dealers in each 
class of business . . . and with all classes, Country Gentleman 


10 WAYS THIS SELLING. 


leads the No. 2 magazine by more than 75%! 

The lists of dealers were prepared by Polk to make a national 
cross-section of each class of business. Dealers were simply 
asked to check the one rural magazine that most effectively helps 
them sell their farm and other rural customers. 

Results confirm the all-time preference of dealers for Country 
Gentleman—documented during the past 23 years by 29 surveys 
among all types of dealers... 


TOOL CAN HELP You COUNTRY GENTLEMAN IST WITH DEALERS IN 29 SURVEYS SINCE 1927 
MOVE MORE GOODS i ° TYPE OF COUNTRY MAGAZINE MAGAZINE MAGAZINE MAGAZINE MAGAZINE 
DATE DEALER GENTLEMAN a 8 c D E 
1 Quicker dealer acceptance April 1927 | Work Clothing 40.8% 15.0% 19.6% °o 15.1% ce) 
Sept. 1928 | Various 55.7% 8.3% 11.9% oO 7.9% 1.6% 
2 Bigger dealer orders Nov. 1928 | Farm Supply 51.9% 24.7% 9.8% ° 2.4% fe) 
Jan. 1929 | Home Appliances 63.4% 9.4% 7.2% ° 5.8% Oo 
3 Store stocks in adequate quantities June 1935 | Home Appliances 62.0% 11.0% 8.0% °o 16.0% oO 
Oct. 1935 | Drug 61.7% ° oO 8.2% °o 3.6% 
4 Preferred positions in store dis- Nov. 1935 | Home Appliances 46.3% 10.4% 15.0% oO 20.4% 4.6% 
plays Oct. 1936 | Grocery 45.0% 13.7% 4.4% 9.6% 10.9% 4.4% 
Jan. 1937 | Hardware 51.2% 22.7% 13.5% ° 6.0% ie) i 
5 Prominence in stores’ local ad- Feb. 1937 | Automotive 55.1% 12.5% 10.3% 4% 8.0% o 
vertising s Mar. 1937 | Farm Implement 37.7% 12.8% 25.4% p 21.0% re) 
Jan. 1940 | Home Appliances 59.6% 7.4% 10.9% 11.9% 10.4% x 
4 Featuring in stores’ “special April 1940 | Automotive 53.4% 13.5% 12.2% 8.2% 11.1% x 
sale" promotions July 1940 | Hardware 61.0% 10.7% 11.9% 8.5% 7.9% x 
Sept. 1940 | Grocery 47.9% 15.4% 7.4% 19.4% 9.9% » 4 
7 ee an 4 gen Bie Nov. 1940 | Shoe 51.6% 24.5% 24.5% Oo 15.2% x 
hele Feb. 1941 | Farm Implement 53.0% 12.0% 20.0% 1.8% 13.2% x 
Feb. 1941 | Drug 63.6% 9.2% 8.8% 8.4% 10.0% » 4 
8 Suggestion of your product by Feb. 1941 Electrical Appl. 55.0% 11.7% 14.7% 10.9% 7.7% x 
clerks June 1941 | Dry Goods 55.6% 11.7% 11.2% 16.1% 5.4% x 
July 1941 Feed & Hatchery 48.8% 22.6% 10.7% te) 6.0% 4 
Use of your brand to fill cus- Oct. 1941 | Automotive 70.5% 7.6% 14.1% Oo 7.8% xX 
9 tomers’ ‘'no-brand-specified”’ July 1942 | Electrical Appl. 46.4% 20.9% 20.9% ie) 7.2% xX 
orders Feb. 1943 | Various 59.2% 16.6% 6.2% Oo 18.0% » 4 
June 1944 | Various 51.3% 19.0% 15.3% 5.6% 8.8% x 
10 Dealer cooperation on coupon Dec. 1945 | Automotive 61.6% 7.7% 16.6% ° 14.1% x 
and premium deals Mar. 1947 | Hardware 41.6% 27.2% 17.8% O° 13.4% x 
-»» because Main Street dealers know from Sept. 1947 | Various 47.4% 24.6% 14.1% 6.4% 7.5% » 4 
long “cash-register” experience; that their May 1950 | Various 46.9% 26.4% 12.6% 7.7% 6.4% x 
best local customers are among the 2,300,000 —— ae . —— at 7 
[reperous rural familie who reod and pre See... NEE AISOE = Carcee bint ore si.cn fu Gnnspatontes ose 
er Country Gentleman over any other mag- 
azine, of any kind. 
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This is the V. P. in Charge of Sales, 
who was deluged with orders 
when his product story was told 

to 1,000,000* MEN who read 


and own The Elks Magazine. 
* Dec. 1949 ABC statement— 


Z 


928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


o 
on 8 
ie) 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Staten Islanders 
to See Car Cards 


on Ferry System 


New York, July 13—Transit Ad- 
vertisers has signed a contract with 
the City of New York for the priv- 
ilege of selling car card and poster 
space on the Staten Island Ferry 
System. The contract became ef- 
fective July 1, but no posters have 
been shown. 

Available for car cards will be 
eight ferryboats, the Whitehall 
Street Terminal, the present St. 
George Terminal, and the new 
$21,000,000 St. George Terminal 
upon its completion. 

Rates for showings will be simi- 
lar to the charges made for sub- 
way and station displays. They 
range from $450 for 16” x 38” 
over-door type cards to $150 for 
11” x 28” side-space displays. 

Upon completion of the new St. 
George Terminal, Transit Adver- 
tisers will install three-dimen- 
sional displays similar to those seen 
in railroad terminals. For the pres- 
ent, one, two and three-sheet post- 
ers will be used in the ferry ter- 
minals. 


Two Form Lindell Agency 


Vern King, former vice-presi- 
dent in charge of programs for 
Station WIL, St. Louis, and Wil- 
liam F. Geisz, of the WIL sales 
staff, have formed the Lindell Ad- 
vertising Agency, with offices at 
320 N. Grand Blvd., St. Louis. 


Joins World Broadcasting 


Richard Lawrence, account ex- 
ecutive at WVNJ, Newark, has 
joined the sales staff of World 
Broadcasting System, transcription 
and library service, New York. 


go 13, Mhnas 


E RECOGNIZE that the achievement of fine advertising depends 


upon mixing creative cooperation with a high standard of printing. 


Entirely within our own organization, every creative and production 


phase of successful sales promotional printed matter comes under the direct 


supervision of highly skilled men. Ideas are based upon sound findings. We 


see the job from the customer's side of the desk. The solutions to his 


problems are based upon a mixture of his knowledge of his products and 


his markets with our knowledge of our products and their uses. 


Considering cost first, MANz delivers a dollar value unequalled in the 


industry. Consult us on your printing problems—you are under no obligation. 


¢ 
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Advertising Age, July 17, 1050 


Radio sales managers in Los Angeles appear to be hustling, 
judging by the epidemic of broken foot bones suffered recently. 
Early last year, Amos Baron, commercial manager of KECA, suf- 
fered a broken leg and just recently returned to duty after a series 
of serious operations. A few weeks ago James Strain, commercial 
manager, KGFJ, stumbled on a staircase and suffered a broken 
bone in his foot. The following week, Tom Frandsen, KMPC sales 
manager, had the same kind of accident... 

Bill Quinn, production staffer at WBT, Charlotte, N. C., recently 
returned to the station after his wedding trip. His bride, the former 
Emma Reese, was secretary to Ken Spicer, business manager of the 
station... 


HUFFINPOOFS ASSEMBLE—Aboard a private car heading for the National Press 

Club round-up and barbecue outside Washington, D. C., Edward F. Thomas (left), 

vice-president of Geyer, Newell & Ganger, in charge of public relations, and Marvin 
Murphy, an N. W. Ayer & Son PR vice-president, hoist cups of ginger beer. 


Helen Chandler, copywriter with Albert Frank-Guenther Law 
in New York, has become the first woman president of the AFGL 
Club, the agency’s social-organization of officers and employes... 

Passengers aboard the Queen Mary on its July 8 sailing included 
George M. Burbach, general manager of KSD and KSD-TYV, St. 
Louis, and Mrs. Burbach. A vacation in southern France, Spain, 
and Portugal will keep them overseas until late in August... 

W. T. Raidt, account executive for D’Arcy Advertising Co. in 
Cleveland, and Mrs. Raidt have announced a new Raidt increase, 
a boy born June 30... It’s a first daughter for Mr. and Mrs. Malcolm 
C. Smith (Oregon manager for West-Holliday Inc.). Baby Jill, born 
July 2 in Portland, has a 37-month-old brother, Scott...“It’s a 
boy!” read the banner on Carroll O’Rourke’s door at Mac Wilkins, 
Cole & Weber, Portland, Ore., to show his delight in a son to com- 
plete his family of two daughters... 


FOR CONSUMER SERVICE—Clarence Francis, chairman, General Foods Corp., gives 

the company’s best wishes for a happy retirement to Marie Sellers (right), director 

of the consumer service department for the past 15 years. Ellen-Ann Dunham 
(center) will succeed Miss Sellers as director. 


Ray Arnold, a member of the ad sales staff of WTMJ, the Mil- 
waukee Journal station, is the new president of the Association of 
Shrine Oriental Bands of North America. For the past year he 
has been v. p. of the national Shrine music federation ... New v. p. 
of the Greenwich, Conn., Chamber of Commerce is James D. Webb, 
av. p. of Young & Rubicam, New York... 

Leith Abbott, northwest manager for Foote, Cone & Belding, is 
King of the Desert for the 15th annual Hart Mountain trek when 
400-500 men from Oregon, Washington and Idaho spend the week- 
end of July 21 at the 6,000-foot “blue sky hotel’ beside one of the 
few antelope refuges in the U.S... 

New editor of “The Torch,” Milwaukee Adclub publication, is 
Charles J. Zahn, assistant executive director of the Greater Mil- 
waukee Committee. New business manager is Erwin R. Hanauer, 
ad manager of the Wisconsin Telephone Co...Jennings Pierce, 
NBC director of public service, station and guest relations in Hol- 
lywood, has been elected v.p. of the Association for Education by 
Radio, Pacific Southwest region... 
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Advertising Age, July 17, 1950 


Few Prices Cut in 
Mail Order Houses’ 
Fall-Winter Books 


Cuicaco, July 13—Prices listed 
in the new 1950 fall-winter cata- 
logs of the nation’s four largest 
mail order houses indicate that the 
price level for consumer goods will 
be about the same as last year. 

The catalogs have been consider- 
ed a fair barometer of price trends 
because they list hundreds of 
thousands of consumer goods cov- 
ering thousands of home and fam- 
ily needs. 

According to T. V. Houser, vice- 
president in charge of merchandis- 
ing at Sears, Roebuck & Co., a 
broad sampling of prices in Sears’ 
new catalog shows that, on the 
average, “They are unchanged as 
compared with the fall-and-win- 
ter catalog of a year ago.” 

A comparative study of prices 
in the new book issued by Spiegel 
Inc. reveals that prices on all mer- 
chandise lines average 3.3% lower 
than last year. 


as An official of Montgomery Ward 
& Co. said that its new catalog in- 
dicates the same general situation 
as the Sears book: there is no 
trend downward. Sears’ study of 
2,280 separate items shows that 
42% of the products sampled were 
the same as last year, 31% had a 
minor increase, and the remaining 
27% showed slight price declines. 

Alden’s fall-winter book features 
anew approach to catalog presen- 
tation, including a 6%” by 914” 
“hand-fitting” size, cocked panels 
to achieve layout with movement, 
cropped figure technique to em- 
phasize illustrations, and other 
technical details such as dark green 
and wood textured backgrounds. It 
has 882 pages carrying 60,000 
items, and is the largest catalog in 
Alden’s history. 


s Sears’ new catalog lists nearly 
100,000 separate items in its 1,340 
pages, 28 pages less than last year. 
With the exception of food and 
automobiles, all types of consumer 
goods are shown, including a two- 
pound portable Geiger counter to 
aid uranium hunters. The Geiger 
counter retails for $49.50 plus 
shipping charges. 

An item with more everyday use 
is a portable typewriter that sells 
for $62.50, plus taxes. It is the first 
to be distributed under Sears’ 
brand name. Other new items are 
dishwashers, gas ranges, electric 
clothes driers, a portable three- 
speed phonograph, a sofa bed, a 
four-ton power wagon unloader 
for use on the farm, and a one- 
man corn picker. 


Wrought Washer Names Borges 


Walter F. Borges has been 
named vice-president in charge of 
sales of Wrought Washer Mfg. Co., 
Milwaukee. He has been with the 
company since 1935. Lawson Ad- 
ams has been appointed executive 
vice-president. 


Tandy Appoints Tisdall 


Charles W. Tisdall, formerly 
general manager of Ashley & Crip- 
pen, Toronto photographer, has 
been named to the public relations 
staff of Tandy Advertising Agency, 
Toronto. 


DAYTONA BEACH 


Florida’s Year yg wd rt Reached 

THE DAYTONA BEACH NEWS- JOURNAL 
1. Daytona Beach is an unusual test market, 
its thousands of visitors come from all 
over the U.S., Canada, Cuba and S. 
America. 

- Over $55,000,000 effective buying income. 

- Over $38,000,000 retail sales. 

- A quality market index of 140. 

. 1949 total advertising 10,066,667 lines. 

. National advertising gain 20.58%, com- 
Pared to Nation’s average 14.80%. 

SEND FOR OUR ADVERTISERS’ MERGIANDISING PLAN 
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Industrial Editors Elect 

Harold T. LeMay, editor of the 
“Niles-Bement-Pond News,” West 
Hartford, Conn., and assistant in- 
dustrial relations manager of 
Niles-Bement-Pond Co., has been 
elected president of the Connecti- 
cut Industrial Editors Assn. Other 
officers are: Vice-presidents, Gil- 
bert F. Berry, assistant employ- 
ment manager of the Fuller Brush 
Co., and managing editor of “Ful- 
la Chatta”; and Anthony Wilan, 
editor of Conde Nast’s employe 
magazine; treasurer, Marilyn Ac- 
ton, editor at American Thermos 
Co.; recording secretary, Margaret 
Fenske, editor at Scoville Brass 
Co., and corresponding secretary, 
Herman Cleveland, tor at Gil- 
bert Clock Co. 


Powderly Appointed A. M. 

Clem K. Powderly, formerly ad- 
vertising head at the Spiegel stores 
in Chicago, has been appointed ad- 
vertising manager of the Smule- 
koff Furniture Co., Cedar Rapids, 
Ia. 


this one Hair Tonic. 


than nearest competitor for 
one Drug Product Advertised in GRIT 


MORE SALES 


A Hair Tonic, while running a steady advertising campaign in GRIT, doubled its sales 
volume in the GRIT True Small Town Market. . . establishing itself in first place, 
50% ahead of its nearest competitor. More than 120,000 GRIT families are now using 


Advertising in GRIT helps sell all kinds of products : A Cold Remedy, twice as many sales 
as its nearest competitor—a Headache Remedy, 25% increase in sales—a Laxative 
for Children, 5 times more sales than nearest competitor. 

Three million weekly GRIT readers, in 16,000 True Small Towns, show their preference 
for GRIT.* GRIT families are larger... with dependable income ...and brand- 
conscious spending traits. 92% buy Tooth Paste, 94% buy Shampoo, 54% buy Home 
Permanent Wave Kits, 91% buy Razor Blades, 80% buy Cough Drops, 91% buy 
Hand Lotion or Cream. Kole tare 


GRIT sells for its Advertisers . . . it can sell for you! 


WILLIAMSPORT, PA. 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 


*Ask the GRIT Representative 
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Curtis Adds Service 
to Help Wholesalers 
Advertise Groceries 


PHILADELPHIA, July 12—Curtis 
Publishing Co. has sent a new 
mailing piece, “The Bellringer,” to 
130 wholesalers and retailers of 
grocery products advertised in the 
Ladies’ Home Journal. 

“The Bellringer,” which will be 
distributed regularly every month 
to a gradually expanding mailing 
list, gives the week-by-week pro- 
motion activities of “Roger Bell,” 
operator, of an imaginary chain of 
seven high-volume retail food 
markets. It gives a breakdown of 
grocery store products advertised 
in LHJ and provides a guide for 
operators in preparing their own 
advertising and merchandising pro- 
grams. 


w The mailing piece is being d's- 
tributed to wholesale grocers who 
are sponsoring a voluntary chain 
through the National-American 


buy and build 


American Builder alone 
. covers all 3 buying factors 
you must influence to sell the 
Light Construction Industry. 


For the complete sales effort in 
Light Construction, American 
Builder provides a blanket cov- 
erage of every worth-while Op- 
erative Builder, Contractor 
Builder, Trade Contractor, Retail 
Lumber Dealer and Building 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and Builders, 
all classes 
Architects and Engineers 


Lumber and Material 
Dealers, Jobbers 


Real Estate-Finance, 
Insurance 


Commercial and Industrial 
Organizations 


All Others 


2,746 


2,374 
8,937 


TOTAL 80,646 


Note: American Builder circulation 97.4% in 
United States; 2.2%in Canada;0.4% Foreign. 


AMERICAN 
BUILDER 


© 30 Church Street, New York 7,N.Y.  (y 
© 79 West Monroe Street, Chicago 3, Il. Par 
PUBLICATION ~? 


A SIMMONS-BOARDMAN 


Wholesale Grocers Association as 
part of the association’s service 
program. The list includes several 
corporate chain headquarters, a 
number of supermarkets, and large 
individual retailers with sales vol- 
ume of $100,000-plus annually. 
Ladies’ Home Journal will pick 
seven actual markets in the Phila- 
delphia trading area to make up 
the Roger Bell chain for research 


and sales testing purposes before | 
the end of the year. The opera-| 


tion will be headed by Carroll 


Johnson of the Curtis research de- 
partment. 


Ferguson Names Brown A. M. 


Philip A. Brown, former assist- 
ant advertising manager for Servel 
Inc., Evansville, Ind., has been 
named advertising and sales pro- 
motion manager of Harry Fergu- 
son Inc., Detroit farm machinery 
company. Mr. Brown was at vari- 
ous times employed by Fuller & 
Smith & Ross, Cleveland; Geyer, 
Newell & Ganger, Dayton, and 
Campbell-Ewald, New York. 


Thompson Promotes Four 


J. Walter Thompson Co., New 
York, has named S. Beardsley 
Dobbs and Charles A. Rheinstrom, 
both account executives, as vice- 
presidents. Also promoted to vice- 
presidents were Wallace W. Elton, 
an art director, and Winfield Tay- 
lor of the copy department. 


WCLE Names Anderson 
Herbert T. Anderson, formerly 
general manager of WTSP, St. 
Petersburg, has been appointed 
manager of WCLE, St. Petersburg. 
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GE Promotes G. W. Hart 


General Electric Co., Bloomfield, 
N. J., has named G. W. Hart, for- 
merly manager of marketing re- 
search, as manager of advertising, 
sales promotion, and sales train- 
ing for the air conditioning depart- 
ment. 


McCann Switches to ‘Flair’ 

Thomas E. McCann, for eight 
years a member of Charm’s sales 
staff as a specialist in fashion ac- 
counts, has joined Flair, New York, 
in a similar capacity. 


Another Big 


New booklet shows big market for garden tractors, barn 
building materials, silos and barn equipment on Penn- 


sylvania, Obio, 
copy today! 


and Michigan farms. Send for your 


That’s a heap of income for July—a month that finds farmers 
in most states still waiting for a cash crop. 


It just proves again how the crop variety of Pennsylvania 
farmers pays off ...all through the year... every month! 

Cash crops all the time mean cash to spend all the time. 
That’s why Pennsylvania farmers are the top buyers for the 


farm and home—sil year. 


The surest way to reach and sell this steady market (see 
chart) is via PENNSYLVANIA FARMER— the tailor-made 
farm paper for Pennsylvania farmers. 


Steady Buying Power—Look at this 12-month chart of farm 
income. Here’s your proof that Pennsylvania farmers can buy all 
year as few others can. Moreover, these progressive farm people 
can point to steadiness over the last 100 years that mighty few 
other states can equal. Two that can are Michigan and Ohio, served 
by MICHIGAN FARMER and THE OHIO FARMER. Get the 
facts on all three. Write X1013 Rockwell Ave., Cleveland 14, Ohio. 


*Based on 3-year average. 


Michigan Farmer, East Lansing 
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Appoints Kinsall Agency 

William H. Kinsall & Co., Bloom- 
ington, Ill., has been retained to 
handle the advertising of King & 
Hamilton Co., Ottawa, Ill, man- 
ufacturer of the Ottawa line of 
portable and cup elevators and 
corn shellers. Business papers, 
farm papers, direct mail and point 
of sale material will be used. 


WKY-TV Joins ABC 

WKY-TV, Oklahoma City, has 
become affiliated with American 
Broadcasting Co. 


Thomas Joins Mactadden 


Bob Thomas, formerly with In- 
ternational Tennis News, has join- 
ed Macfadden Publications, New 
York, as space representative for 
the Sport Men’s Group, which in- 
> ia Sport, Sage and True Detec- 
tive. 


Carey Joins Geyer, Newell 
Paul A. Carey, formerly with 
Fletcher D. Richards Inc. and Fed- 
eral Advertising Agency, has join- 
ed the copy department of Geyer, 
Newell & Ganger, New York. 


RCA Victor Dealer, 
Distributor Sales 
Will Be Financed 


CAMDEN, N. J., July 12—RCA 
Victor has set up a plan in cooper- 
ation with the Commercial Credit 
Corp., national financing agency, to 
finance sales of RCA Victor prod- 
ucts from distributors to dealers. 
The credit company also will un- 
derwrite time payment sales from 


dealers to consumers under the 
new plan. 

The plan covers Victor’s com- 
plete line of products, but tele- 
vision and radio sales chiefly will 
be affected. 

Under this plan, designed to ease 
the financing of large-scale pur- 
chases by dealers and to encourage 
immediate purchasing, a dealer 
ordering RCA Victor merchandise 
may pay down as little as 10% of 
the invoice price, plus freight. The 
credit company will finance the 


PENNSYLVANIA! 


remaining 90% for periods up to 
six months. 

When a set is sold by the deal- 
er under this plan, the latter must 
pay the finance company the 
amount due in cash before deliv- 
ery. In financing sales to the con- 
sumer, the CCC will handle long- 
term financing without cost to the 
dealer. 

Commercial Credit Corp. also 
will take out blanket insurance 
policies to cover merchandise and 
life insurance on purchasors. 


Kroger Buys Video Show 


Kroger Co., Cincinnati, will 
sponsor the Alan Young telecast 
over 18 midwestern and southern 
stations, starting Sept. 14. Ralph 
H, Jones Co. is the agency. Kine- 
scoped in Hollywood, the program 
is aired over an eastern network 
by Esso Standard Oil Co. 


WOR Appoints Harris 


Blaney Harris has been named 
program manager of Station WOR, 
New York. He previously was ra- 
dio-television supervisor at Doher- 
ty, Clifford & Shenfield. 


full color 
at hali 


former costs 
> 


even in small quantity runs 
WITH PERFEX COLOR PROCESS 


- ga 


Now, at a practical price you can show your 
product in dynamic full color. For Perfex 
Color Process revolutionizes letterpress color 
reproduction with exclusive colloidal surface 
halftone plates . . . lets you economically buy 
in whatever quantity you need, from even 
just a few copies to 10,000 or more. You 
simply furnish either color transparencies or 
full color art, or send your product for direct 
color separations in our studios. 


Plus prints at 3c io Se each depending on tity. 


Printed on 84% x 11 inch Kromekote or folding en- 
amel. Color areas up to 74 x94 inches. [mprint- 
ing of type, punching, binding extra. *Negatives 
and plates remain the property of Perfex. 


PREPARATION OF $ 
PLATES* AND FULL 
COLOR PROOFS... 


PACK PUNCH INTO YOUR SALES 
PORTFOLIOS, CATALOGS, BROAD- 
SIDES, PRESENTATIONS, DISPLAYS 
WITH PERFEX COLOR PROCESS. 


710 SO. 3RD STREET 
MILWAUKEE 4, WIS. 


DIVISION OF PERFEX CORPORATION 
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Anybody who either is a client or has one, knows how 
rarely a sales increase can be traced to any one 
cause—even the likeliest. Take Gabriel Heatter. Seldom 
in his long career as one of network radio’s top salesmen 
has he been given full credit for a single-handed sales 


success. Usually, other factors may have helped. 


Sales of a hair tonic soared 324% in four years —but 
Heatter carried only 65% of the advertising budget. 
An insurance company converted 95% of all Heatter-induced 


inquiries into policies—but they also got inquiries elsewhere. 


Now it can be told... how Heatter lifts sales single-handed. 
Let Sullivan, Stauffer, Colwell & Bayles tell it: 


“Sales on Noxzema Shave Cream are way up—around 
25% so far this year. This is one ‘success story’ 

you don’t have to share with anyone (except 

Dr. Bunting and his fine product). As you know, the 
only advertising on Noxzema Shave is Gabe Heatter.” 


There you have it—clean. A worthy product, six years on the 
market, gets advertised on no other medium but Mutual, by no 


other salesman but Heatter...and sales get lifted a solid 25%, 


Gabriel Heatter sells at 7:30-7:45 every weekday evening. 
Mondays for Noxzema, other nights for other national 
manufacturers. And right now, there’s an immediate 
opportunity for Heatter to sell for you — an availability 
that’s worth your inquiry today. 


Couldn’t your product use an airlift, coast to coast? 


There’s a Mutual man within reach of your phone or wire...now. 
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LLC Explains Further 

To the Editor: Reader Ballard | 
(Voice of the Advertiser, July 3) | 
perhaps would be less coherently | 
vituperative about my criticism 
of Bea Adams (June 19) if he had 
given her article the same cour- 
tesy he gave my letter—three re- 
readings. If nothing else, this 
would complete the circle of con- 
text and make things clearer, at 
least to Mr. Ballard... 

Well, to get on common ground: 
In the field of communications, 
I guess it’s basic to start with the 
same point of reference, from the 
same point of view, before you 
talk about something. Sometimes, 
however, it isn’t necessary to state 
your detailed reasons for disap- 
proval or disagreement because 
you assume certain accepted stan- 


dards. In the case of my letter, 


which Mr. Ballard alleges is a 
letter quite superfluously, I had 
in mind some ideas of Fairfax 
Cone, published recently in Ad 
Age. If I recall his remarks cor- 
rectly, you could paraphrase them 
something like this: 

“Let’s get advertising down to 
facts of intrinsic importance to the 
consumer, and, before we write 
copy at all, ask the questions: How 
much does it cost? What does it 
smell, taste, and look like—actual- 
ly? What does it do for the con- 
sumer’s life? How does it help 
the consumer? How does it benefit 
the consumer in the realm of real 
experience?” 

Another way of saying this: Is 
the copy an honest incitement to 
buy, or does it attempt to sell by 
titillating emotions that shouldn’t 
be scratched, at least for the pur- 


KWKH DAYTIME BMB COUNTIES 
Stedy Me. 2 Spring, 1949 


Gearing a BMB Daytime 


IT'S EASY, 
WHEN YOU 


Weekly Audience of over 


300,000 families is not exceptional for a 50,000-watt 


station. But getting almost 


two-thirds of these weekly 


families as daily listeners is proof of outstanding Know- 


How! 


BMB Study No. 2 reveals that 303,230 families tune to 
KWEKH at least once a week in the daytime. 64% of 
them listen “6 or 7 days weekly,” and over 75% are 


“average daily listeners*”. 


Shreveport Hoopers give further proof of KWKH’s 
ability to attract and hold listeners. Throughout 1949 
KWEH got far and away the largest Share of Audience 
—Morning, Afternoon and Evening—and this holds 
true for 1950 Hoopers, too! 


Get all the facts about KWKH and the job it can do for 


you in our three-state area. 


Branham Company! 


Write direct, or ask The 


*Weighted in BMB-approved manner. 


KW KH 
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50,000 Watts e CBS 


The Branham Company, Representatives 


Henry Clay, General Manager 


This department is a reader’s forum. Letters are welcome. . ™ 


pose of selling this product? Does 
it dig into crags that shouldn’t be 
dug into? Do the copywriter’s fin- 
gers come out dirty? Does it use 
the comparative without a specific 
reference? 

I spoke of condescension: I be- 
lieve that Miss Adams’ piece was 
the most blatantly condescending 
expression of disregard for the real 
economic needs of the consumer 
I’ve.ever read. This is a belief, un- 
demonstrable but nevertheless sin- 
cere. What is Miss Adams’ attitude 
toward the American housewife— 
or toward any American female, 
for that matter? My answer was 
that she doesn’t think much of 
American women, and that’s why 
I got angry. I don’t believe any 
copywriter will do himself proud 
if he doesn’t respect the people he’s 
addressing his sales message to. If 
he’s condescending, he’s a poor 
salesman; if he’s a poor sales- 
man, he’s a poor and unethical 
copywriter. 

Again, as to coherence: Mr. Bal- 
lard identifies himself (apart from 
his high position) as a “co-work- 
er from this crag and cranny 
scratching L. L. Cavanaughs of 
this world.” Now, for coherence, 
that statement wouldn’t pass 
Freshman One. Does he mean a 
co-worker from Cavanaugh? From 
the crags? From the crannies? 
From the world? 

And what does “alleged” mean? 
Who alleged what? After all, it 
was a letter to the editor, no mat- 
ter if it was written in Korean 
and AA were to print it without 
translation. 

But this is an affirmation. I had 
a point of reference, and that was 
Miss Adams’ aarticle and ac- 
companying illustrations. I could 
have made the criticism more un- 
derstandable—at least, on the day 
it was published—if I had asked 
AA’s editors to reprint Miss 
Adam’s article, with footnotes be- 
laboring the text at every second 
word. But there wouldn’t have 
been space for that. 

And if there’s space for this re- 
buttal, I’ll be surprised... 

L. L. CAVANAUGH, 
Chicago. 
» ® 7 
Atlanta Takes Its Place 

To the Editor: In ADVERTISING 
AcE of July 3, Page 4, last column, 
under the heading of City Popula- 
tions, with source indicated as 
Census Bureau, there is shown the 
1940 and 1950 populations of U. S. 
cities having more than 100,000 
population within corporate city 
limits. 

However, that list does not show 
Atlanta, and I find in the Refer- 
ence Book of Dun & Bradstreet 
that in 1940, Atlanta had a popula- 
tion of 302,288, and that in 1940, 
Atlantic City had a population of 
64,094. 

Inasmuch as that list shows At- 
lantic City as having had a pop- 
ulation in 1940 of 302,288, it is 
obvious that the mention of “At- 
lantic City” is in error and that it 
should have been “Atlanta.” 

ALBERT HIRSCH, 
Chicago. 

Mr. Hirsch is correct. The 302,- 
288 figure in AA’s tabulation of 
city populations belongs to Atlan- 
ta, not Atlantic City. 

+ a . 


Astaire’s Account Going 
Up—Via Another Agency 

To the Editor: I notice in your 
publication dated July 3 that ref- 
erence is made to the Fred Astaire 
Dance Studios as having been an 
inactive account with the Huber 
Hoge & Sons New York agency. 
Nothing could be farther from the 
truth. 


In the past six months we have 


doubled our appropriation for ad- 
vertising through Huber Hoge at 
their suggestion...When I read 
in my own copy of ADVERTISING 
AGE a statement that we have 
been “inactive in advertising for 
some time,” I think you have been 
misled and are permitting an un- 
truth to be published. 

The Fred Astaire Dance Studios 
have been growing rapidly since 
inception in 1947. There are al- 
ready 40 Fred Astaire studios from 
coast to coast, and there will be 
many more in the next few years. 
We realize our entering competi- 
tion with another organization 
which has been a big advertiser 
for many years causes some feel- 
ing, and everyone plays the “big 
boy.” I cannot understand why ad- 
vertising men who are supposed to 
be intelligent cannot foresee a bit. 
By limiting their vision, they fail 
to realize the tremendous growth 
we have made and the unlimited 
possibilities that lie ahead of us. 

In all fairness we bring this to 
the surface because someone in 
your organization bit the hook on 
a poor piece of advice. We have 
stopped our arrangements with 
Huber Hoge... 

RoBERT W. CEASE, 

Assistant Treasurer, Fred As- 

taire Dance Studios Corp., 

New York. 

AA received its information 
from an executive of Huber Hoge, 
which now handles Arthur Mur- 
ray’s radio-TV account. 

+ ” + 
Ed Zern ‘Escapes Tedium’ 
in ‘Sports Afield’ Page 

To the Editor: Somewhat as an 
escape from the tedium of making 


a handsome living writing and il- 
lustrating ads for Nash and others, 


|Ed Zern is bringing his sprightly 


humor to the field of outdoor 
sports. 

With this enclosed advance copy 
of July Sports Afield he is launch- 
ing a monthly outburst which, 
strangely enough, he calls “Ed 
Zern’s Page.” 

Ed admits it’s humorous; and, 
with him doing it, it would be 
funny if it weren’t. This whole 
thing is getting a bit involved but, 
when a man admits he’s a humor- 
ist, you can’t ask him to prove it, 
can you? 

On June 28 the fat will be in the 
fire when the three million read- 
ers of Sports Afield will pass judg- 
ment on Ed Zern. If he is missing 
from his regular haunts, try the 
basements and sub-basements. One 
can’t be too secure. 

C. H. GippINGcs, 

Director, News Bureau, Sports 

Afield, Minneapolis. 

In the same issue of Sports 
Afield is No. 17 in a series of Nash 
Airflyte ads by Ed Zern (Geyer, 
Newell & Ganger), with the writer 
himself illustrating the comfort 
and spaciousness of the car’s lug- 
gage compartment. 


Takes Issue with Writer 
of Eye and Ear Feature 


To the Editor: I was amazed to 
read the ravings about Jack Benny 
in The Eye and Ear Department 
June 12. I gave up listening to 
Benny several years ago, yet 
whenever I read the report of his 
high ratings, to play fair, I tune 
him in, say every six months, and 
I invariably decide that he is way 
over-rated, and this goes for his 
henchmen, Rochester, Phil Harris, 
etc., with the exception, perhaps, 
of Dennis Day, who is trying a 
bit harder. My taste is not ex- 
clusively highbrow; I enjoy Halls 
of Ivy, A Day in Dennis Day’s 
Life, even Judy Canova, and I still 
stick by Henry Morgan, in spite 
of his gradual switching to imita- 
tions of programs like Jack Benny. 

To prove my point, I make two 
challenges. First, to the author of 
The Eye and Ear Department: Let 
him mention off-hand three jokes 
or three amusing situations which 
he can recollect having heard, say, 
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during the last six months or dur- 
ing the last six years; I have tried 
this already on many Jack Benny 
patrons, and I always win. There 
is a blank in their minds in spite 
of their ravings. Second, I chal- 
lenge Jack Benny to broadcast ex- 
perimentally for a few Sundays, 
without the claptrap and the loud 
noises from his studio audiences, 
I realize that Mr. Benny, like all 
of us, is out to make money, and if 
the loud laughter from the studio 
audience helps him to sell his 


J. KENNETH STAATS 


Advertising 
Manager 
Marion 
(Ohio) Star 


Few can compete with 
this test town — 


MARION, ohio 


And here is why. Believe it or 
not, most families with cars 
travel in a 50-mile circle day 
in and day out. Check your map 
and you will see that Marion 
is 87 miles south of Toledo, 105 
miles west of Canton, 45 miles 
north of Columbus and 117 
miles east of Ft. Wayne. 


Marion is a rural 
and city market combined 


We lie in the center of a circle 
bounded by the cities just 
listed. Sooner or later, families 
in this circle just naturally hit 
town and buy everything from 
a threshing machine to a spool 
of thread. Last year, our 408 
stores did over $30,000,000. Our 
last ABC Publisher’s Report 
gave us 20,302 and you buy this 
circulation for 8¢ a line. 


91% of our 
land is farmed 


In Marion County 91% of our 
land is under cultivation. Add 
to this, the other six counties 
that lie in our trading area, and 
you have buying power well 
over $38,000,000. Marion Coun- 
ty and six adjacent counties 
have a buying index of 113.9. 
If you have anything for sale 
or something you want to test, 
The Marion Star and I are 
ready to pitch in and do a real 
job! 
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services to his sponsors, I do not 
expect him to make the sacrifice. 
However, since he already has 
plenty of money, as a matter of 
pride, if he wants to check whether 
he is really a good entertainer, let 
him stand up on his own, say for 
one month. My own guess is that 
the listeners simply keep on hop- 
ing to get something for the time 
they wasted on Benny. I submit 
that this is not a matter of taste; it 
is subject to objective verification. 

On the general issue raised in 
your department of the chances of 
radio survival vs. TV, I fully con- 
cur with your writer, on condi- 
tion, of course, that we will get 
fewer programs like Benny’s. 

M. L. Lippitt, 
Editor, Wholesale Grocer 
News, Chicago. 
ao ~ * 


Eulogy for Harold Wise 

To the Editor: It is not often that 
agency men are as deeply moved, 
not only personally but profession- 
ally, as they were by the retire- 
ment of Harold A. Wise. Because 
Hal Wise was so beloved and hon- 
ored, I take the liberty of sending 
a copy of the note we dispatched 
to his wife from this agency. 

S. J. ScHWINN, 
Vice-President, Chairman of 
the Executive Advisory Com- 
mittee, Ruthrauff & Ryan Inc., 
New York. 

Mr. Wise retired a few weeks 
ago as executive vice-president and 
general manager of Macfadden 
Publications. The letter which Mr. 
Schwinn sent to Mrs. Wise eulo- 
gized her husband as “a great man 
in the advertising business be- 
cause he loved it”; a man who rec- 
ognized and went out of his way 
to help and encourage great ad- 
men, recognizing their ability be- 
fore it became generally known. 

* . . 
Digs Up Old Controversy 

To the Editor: What the hell has 
happened to J. L.? 

Leo P. Bort Jr., 

Leo P. Bott Jr., Advertising, 

Chicago. 

No one knows. J. L. was an 
agency man who created consider- 
able stir some years ago with a 
series of 1” blind ads in AA ask- 
ing, “Who the hell is J. L.?” 


New Chairman Pledges Action 
by Advertising Federation 

To the Editor: I have been 
rather amazed since being elected 
to the chairmanship of the Adver- 
tising Federation of America to 
find that some of my friends who 
are important figures in the ad- 
vertising and business world are 
not fully familiar with the essen- 
tial purpose of this organization 
and its important role in our fight 
to preserve free enterprise. 

As you may know, the federa- 
tion membership includes the Four 
A’s, ANPA, and organizations rep- 
resenting magazines, radio, out- 
door, direct mail, etc. All told 
there are more than 25,000 mem- 
bers, including 22,000 individual 
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members of the country’s adver- 
tising clubs. 

Because advertising is a founda- 
tion stone of the American free 
enterprise system, the fostering of 
a better understanding of this sys- 
tem is a major concern of the 
federation. Briefly, the federation’s 
broad objectives are: (1) to pro- 
mote a wider understanding of the 
functions of advertising and its 
social and economic values; (2) to 
help make advertising increasing- 
ly effective as an instrument of dis- 
tribution; (3) to uphold the stan- 
dards of advertising and thus en- 
hance public good will; (4) to 
combat legislation involving the 
cost or effectiveness of advertising. 
(Many legislators do not properly 
understand the function of adver- 
tising and its place in our econ- 


omy.) 

As the newly elected chairman, 
I promise that the federation will 
continue its program to protect ad- 
vertising against its defamers, to 
promote a better public under- 
standing of its role and benefits to 
our national economy, to energet- 
ically fight against unfair legisla- 
tion and discriminatory taxation 
affecting this keystone in the arch 
of free enterprise. 

GRAHAM PATTERSON, 
President, Farm Journal Inc., 
Philadelphia. 


- a 
Brand Survey Gets Results 
To the Editor: We wish to ex- 
tend grateful acknowledgment for 


the excellent results that have 
come from your publication of the 


release of our 1950 Brand Prefer- 
ence Survey -(Foods). 

Requests have been pouring in 
steadily in addition to the great 
number made through your good 
offices. 

We, too, want to express our ap- 
preciation of your splendid service 
in forwarding these requests. 

P. G. LAUGHRIDGE, 

Advertising Manager, Salis- 


bury Post, Salisbury, N. C. 


James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


8x10 genuine glossy photos 


FOR ALL PURPOSES 


Sharp. clear, crisp’ Prompt Delivery’ 


10 
Easy Chart Size 8x10 
—T600 | © 


PHOTO- 
“| MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Ilinois St. 
Chicago 11, Iilinois 


Family Cowle 
intensifies coverage in 
Florida, So. Carolina, Texas 


Addition of 3 NEW GROCERY CHAINS 
increases national advertisers’ bonus 
from 110,000 to 215,000 copies 


Tom fast-growing grocery chains begin distribution of Family 
Circle Magazine this fall to more than 100,000 additional housewife 
shoppers in Florida, Georgia, North Carolina, South Carolina and 
Texas. These three new chains and the areas they serve are: 


CHAIN STATES STORES FIRST ISSUE 
Winn & Lovett Grocery Co. Fla., Ga., Ky., Ind. 172 October 
Dixie Home Stores Ga., N.C., S.C. 137 November 
J. Weingarten, Inc. Texas 25 «ON b 


circulation was 2,227,490 copies. Advertising revenue for nine months 
of 1950 is up 36% over the same period last year. 104 new advertisers 
have added Family Circle to their schedules this year. These gains 
confirm the trend to cash-and-carry circulation in sales centers—where 
housewives shop for themselves, the family and the home. 


” Is Family Circle on your list for this fall and ’51? 


Total 1949 sales of these 3 chains amounted to approximately 
$202,000,000. The combined initial circulation will be 105,000 copies, 
50% greater than the Colonial Stores circulation, which is being dis- 
continued effective with the January, 1951 issue. 

Through these circulation changes. Family Circle intensifies its 
coverage of three important southern markets. Following are the per- 
centages of total state food sales accounted for by counties in which 
Family Circle is sold: Florida—90%; South Carolina—85%; Texas— 
66%. Retail sales percentages are even higher. 

Beginning with the first issues, regional advertisers may purchase 
space in any one or combination of these three new editions, as well 
as the present 15 sectional editions. National advertisers will receive 
an extra bonus of 60,000 copies in October and 105,000 copies in 
November and December. 


Family Circle continues its spectacular growth! April net paid 


2,100,000 CASH-AND-CARRY CIRCULATION 


NATIONAL OR SECTIONAL COVERAGE 
Family Circle’s cash-and-carry circulation is available as a national 
unit or in any combination of the sectional editions listed below. 


CIRCULATION 

oun Stonas, Quananre 
Safeway* 2,233 960,000 
Kroger 2,207 400,000 
Red Owl 674 55,000 
Jewel 152 50,000 
Albers 5 25,000 
First National 1097 200,000 
Grand Union 295 55,000 
Bohack 298 45,000 
American 1,754 270,000 
Colonial 374 70,000 
Winn & Lovett 172 60,000 
Dixie Home 137 20,000 
Weingarten 25 25,000 


Six editions: California, Northwest, Mountain, Midwest, W ashington-Richmond, 
New York. Canadian circulation not sold as a unit. 


IN 9,469 


SAN FRANCISCO 


SALES CENTERS 


©02 @2 0220222288289 
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It is the great newspaper of the rich San 
Gabriel Valley .. . THE PASADENA 
STAR-NEWS. It leads in circulation 
Daily and Sunday . . . It leads in total 
linage National and Local! 


PASADENA 


STAR-NEWS. 


THE NEWSPAPER OF THE S4N GABRIEL VALLEY — 


Represented nationally by CRESMER & WOODWARD, INC. 


NEW YORK . CHICAGO . DETROIT . SAN FRANCISCO . LOS ANGELES 
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Thirst for Knowledge 

e@ ONE of the more sizable myths 
of modern business is that the em- 
ploye is concerned with the size 
and frequency of his pay check, 
and with nothing else. In that pes- 
simistic spirit certain managements 
have refrained from sharing in- 
formation with employes, on the 
basis that they wouldn’t listen any- 
way and wouldn’t care if they 
heard. 

This disquieting viewpoint has 
been weakened in recent months 
in Dallas, where a scant fistful of 
employes have gathered to form 
the “Know Your Company Group.” 
This unofficial, extracurricular ac- 
tivity of employes of the Lone Star 
Gas Co. came into being as a re- 


Proudly 
ANNOUNCING 


SEVEN GREAT ENAMEL PAPERS: 


H AM 1 


SATIN PROOF + HINGEFOLD + REFOLD + WEDGWOOD COATED OFFSET + HAMILTON + FALCON + FORMAT 


THE CHAMPION PAPER AND FIBRE COMPANY 
oe Se 
District Sales offices in New York, Chicago, Philadelphia, 


; Detroit, St. Louis, Cincinnati, Atlanta, Dallas 
and San Francisco. Distributors in every major city. 


WHATEVER YOUR PAPER PROBLEM 
IT'S A CHALLENGE TO CHAMPION 


HAMILTON ENAMEL... Improved quality and greater value 
FALCON ENAMEL..... An old brand in a new quality 
FORMAT ENAMEL... . A new economy coated grade 


Oo Ht O 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoMsB and Marc SAMMONS 


tributing Co., 


.| permarket 


sult of workers’ natural, normal 
curiosity about the gas industry, 
They worked for the company and 
wanted to know what made it tick; 
they were affected by happenings 
in the industry and wanted to 
know about those. The company 
itself had taken the unusual but 
entirely practical stand that it 
would not force information down 
the throats of its people, but would 
cooperate at the first gesture of in- 
terest on their part. 


ws When 15 men from various de- 
partments formed the group, and 
met one evening each month to 
learn more about the company and 
industry from which they earned 
a living, it began to look like a 
symptom. From that point on, the 
management has cooperated com- 
pletely with the group, but insisted 
upon the group’s right to function 
independently of the company, 
without interference or direction. 
Membership has always been vol- 
untary, and has now quadrupled. 
Originally a stag affair, it has now 
opened the door to women. 

Some dozen-odd company offi- 
cials have already addressed the 
group on such topics as personnel 
administration, exploration and 
supply, transmission and produc- 
tion, advertising, gas measure- 
ment, safety, purchases, and home 
economics. The first round of top- 
ics is about completed, and the 
group is soon to move into the sec. 
ond: all-day field trips to a com- 
pressor station, a gasoline plant, 
cycling plant and perhaps to a 
site of drilling operations are 
planned. Meanwhile the group in- 
creases in size, with additional 
employes applying for admission 
at every meeting. 


a If the feeling persists in some 
management minds that employes 
have no concern with the func- 
tions of a business, here is pretty 
good evidence that it just isn’t so. 
It should be borne in mind that this 
idea originated with Lone Star 
employes themselves, that the 
group was formed by employes 
without management directive, 
that the membership is voluntary 
and that it continues to increase, 
that the programs are arranged 
exclusively at members’ sugges- 
tions, and that employes meet on 
their own time, of their own free 
will, and pick up the dinner tabs 
themselves. 


Two Join N. W. Ayer & Son 


William J. Watt, formerly chain 
store sales manager of A. D: Mc- 
Kelvy Co., and William M. Nagler 
Jr., formerly with Audience Re- 
search and Procter & Gamble Dis- 
have joined the 
plans-merchandising staff of N. W. 


Ayer & Son, Philadelphia. 
Schreiber Names Poisal 


Schreiber Bros., Baltimore, su- 
retailer, has nam 

George D. Poisal, formerly direc- 
tor of public relations for Knouse 


Foods Cooperative, as advertising 


director. 
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‘Financial World's’ 
Merit Awards Won 
by 1,305 Reports 


New York, July 13—Financial 
World has selected 1,305 American 
and Canadian corporations for 
merit awards in a _ preliminary 
screening of entries of annual re- 
ports for the magazine’s industrial 
awards to be given at a banquet 
in New York Oct. 30. 

Last year, 1,126 companies were 
cited as merit winners in the pre- 
liminary contest. This year’s total 
was selected from more than 5,000 
entries and marks a new high in 
the history of the publication’s in- 
dustrial surveys. 

“Progress in the modernization 
of corporate annual reports con- 
tinues at an encouraging rate,” 
Weston Smith, director of the sur- 
veys, said in making the announce- 
ment. “Among the 198 companies 
which have achieved merit awards 
for the first time this year are 
such well known names as Best 
Foods, Brown Shoe Co., Continen- 
tal Baking Corp., Loew’s Inc., Shell 
Oil Co., Symington-Gould Corp., 
Tide Water Associated Oil Co. and 
United Shoe Machinery Corp.” 

A board of judges will select 
winners for 100 industrial classi- 
fications from the 1,305 annual re- 
ports. Winners will receive bronze 
“Oscar of Industry” trophies in 
October. 


Two Appoint Heggie Agency 

Heggie Advertising Co., Toronto, 
has been appointed to handle in- 
dustrial and trade media and di- 
rect mail advertising for Stark 
Electronic Instruments Ltd., To- 
ronto, maker of radio testing in- 
struments and electronic special- 
ties. Canada Valve & Hydrant Co., 
Brantford, Ont., maker of water 
system controls and apparatus for 
municipal use, also has named 
the Heggie agency to handle its ac- 
count. Publications serving engi- 
neering, construction and munici- 
pal fields will be used. 


CEDAR RAPIDS 


(LINN COUNTY) 


IOWA 


Now A 


METROPOLITAN 
AREA 


As Established by 
U. S. DEPT. OF COMMERCE 


POPULATION 
103,853 


Preliminary 1950 Census Figure 
The Cedar Rapids Gazette offers you nearly 
100% coverage both daily and Sunday of 
the metropolitan area (Linn County) plus 
adequate coverage in 15 other eastern lowa 


€he —- 
Cedur Rupidds 
io Ongette aan 


~ CEDAR RAPIDS. iOWA - 


Represented nationally by 
The Allen-Klapp Co. 
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Sandberg to Phoenix Mfg. 
William R. Sandberg, formerly 
director of sales and advertising 
of Harvill-Midwest Corp., Chicago 
die-casting concern, has _ been 
named general sales manager of 
Phoenix Mfg. Co., Joliet, Ill., and 
Catasauqua, Pa. He will supervise 
sales and sales promotion for all 


four of the company’s divisions— s1liamso" 
eee ye Ramp ow —~ sa and Ps 
oldit (rubber products). Brow C a ° 


Mitropa Readies Campaign 
A newspaper campaign for Ba- To 


varian beers in the U. S. is being (Kools) 
prepared for Mitropa Corp., New 


York, importer, by Roeding & Ar- an C ogltier 9 ~ 


I 


nold, New York. Advertising will 
feature Tucher, St. Lorenzi, St. ew 

Thomas, Salvator, and Kulmbach- 50 
er-Reichelbrau. an 19 


To Koehl, Landis & Landan 


The New York office of Koehl, 
Landis & Landan has been named 
to handle advertising of the Inn 
at Ponte Vedra Beach, Fla. 


. 


rm 
7 nanan 


Every show above is a WFBR-grown prize-winning blossom! 
Each one was planted with great care and brought to full 
flower by a creative and production staff which enjoys the 


“greenest thumb”’ in Baltimore radio. Each one is a long- 
time, high-Hooper perennial—the youngest 6 months— 
the eldest 11 years! Next time your radio budget says 

*‘Baltimore”’— pick a bouquet of profits from .. . 


ABC BASIC NETWORK * 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


a ee. ee. = 
3 Va home or O } , 
an) nt * 
t RETURN © (aa - 
cm ENGAGEMENT ) ‘ q Cue yj 
ms Sy ee ) ) oS 
al > ~ \) , : 
: Ciino') aL 
‘i qk N 8 eas 4, a 
| (sore ) Fr scon , 
— — (oO) / Gag 
_—— (Me) SS /) (REY 7 
fs — he ay ) : 
, _ a WFBR & 
4 _ ee 


Advertising Age, July 17, 1950 


32 
Fox Elected Head of Fels Delta Appoints Stuckeman Four A’s Has Roster ‘Ci 
Cyril G. Fox has been elected} H. Campbell Stuckeman, for- of Agencies and People 
president of Fels & Co., Philadel-|merly general manager of the}; American Association of Ad- Pa 
phia, maker of soaps, detergents|Delta manufacturing division, | yertising Agencies, New York, has 
and chemicals. Mr. Fox, who had| Rockwell Mfg. Co., Pittsburgh,| published a “Roster and Organiza- by 
been vice-president and general| has been appointed vice-president | tion” listing 246 member agencies 
manager since 1943, succeeds the|in charge of sales and operations| as of May 30. Member agencies op- Ni 
late Samuel S. Fels. of the Delta power tool division.|/crate 398 offices in 61 U. S. pron 
cities, and 53 offices in 26 foreign as tl 
cities. New York has the most of- is pli 
a” a fices with 91, with Chicago next ber 
Your Sunda at 35, Los Angeles has 33, and ~ ll 
San Francisco 27. Ai 
The roster shows that 128 mem- : 
Punch ber agency personnel serve the ciga! 
72? Four A’s board of directors, ad- o 
“ visory council, committees of the join 
panty Ep Ai board, and boards of governors of tribu 
unch' at : 4 six Four A’s sectional councils and the : 
readers ... you're skimming the | 13 }ocal chapters. ley 
cream from .the fabulous $7'2 dling 
Billion Dairy Industries Market. MILK | 
PLANT MONTHLY will help you cash in | Magazine Has 11.000 Paid ie 
this rich field. Write today for market | Fleet. Owner, a McGraw-Hill 
» athe gueeieter nang: Y publication, now has 11,214 paid regu 
data regarding your product or service. | subscribers, according to George| HONORS FOR YOUNG & RUBICAM—Accepting honors for 26 members of Young & mag: 
- ABC Audited Since 1929 W. Pfiel, publisher. The magazine} Rubicam for work on the U. S. savings bond campaign at a lunch in New York ing ¢ 
: began converting from free to| June 27 is Milford J. Baker (second from left), vice-president of the agency. The One- 
° ongen Sete paid last January. While convert-| luncheon was sponsored by Magazine Publishers of America. Presentation of a will 
;: Milk Plant Monthly , ing to paid, Fleet Owner will| plaque is being made by Vernon L. Clark, assistant to the Secretary of the Treasury. tions 
ee ne deliver an average of more than] Albert E. Winger (left), chairman, Crowell-Collier Pubiishing Co., and Bernard show 
327 SOUTH LA SALLE STREET, CHICAGO 4 : 26,000 copies during the next six} Barnes (right), Time Inc., chairman of the magazine publishers’ ad committee, witness renee 
months. the presentation. ae 
° a Jo 
Ad Council Helps recto 
* - * Assn 
in Fire Prevention “the 
New York, July 13—A nation- od 
wide public information campaign ead 
aimed at reducing loss of life and to in 
destruction of homes by fire will the c 
be launched shortly by the Adver- Al: 
ee tising Council. be ci 
The council said a request for hecce 
advertising support came from the make 
National Fire Protection Assn., a and 
non-profit engineering and educa- chair 
tional group devoted to the fire 
problem. C-P-] 
° ‘ Ad materials for the Home Fire Lust: 
that defies chemistr Prevention campaign will be han- : 
y. ee dled by Erwin, Wasey & Co., which t. 
volunteered for the job. Volun- lle 
teer campaign coordinator will be “Cay 
} D. W. Stewart, manager of the ad- Mont 
. tess . vertising division, Texas Co. prod 
There is one “‘air’’ that defies chemistry and Media plans for the campaign — “Cav 
have not yet been completed, but oe 
dies is th ‘ . ‘ _- special emphasis is expected to be 
€ typographic white space in advertising placed on the pecblem during Fist gram 
: Prevention Week, Oct. 8-14, and cove} 
and printed material. during spring clean-up time. En. 
parat 
te : Gerbe mane 
Of course, Monsen is primarily concerned with the There's No Beby an a 
Gerber Products Co., Freemont, sizes. 
black space—or that space which is taken up Mich., reported the largest sales up o1 
of baby foods in ~~ eer A at a chell 
recent meeting of shareholders as 
: : sales showed an 8.2% gain over 
by typogtap aie mater. However, our typograp: hic last year. Sales for the caer end- Crow 
ing March 31 totaled $42,235,693, |S 
craftsmen also know how to effectively 194) oe ee. a oe 
Dan Gerber, president, stressed a 


the value of research and disclosed 


use “‘white space equipment’’—leads, slugs and that consumer testing for a new paper 


Gerber product, plums with tap- a 
spacing material—to give your client's printed eg tiee | gine 2 major share of ome 


Mr. Gerber declared that, despite year- 
the prediction of experts, there has 


message that appearance which demands readership. been no decline in births and that NBC 


sales should increase again this Nat 
Production managers aoe! finan 
Will Air Harry Babbitt Show music 
and S & W Fine Foods Inc., San = 
ag new has signed to sponsor coeah 
. the Monday, Wednesday and Fri- 
art directors ...know that typography by Monsen results day Sontiiaein ait ton a Bab- oe . 
bitt “Second Cup of Coffee Time,” — 


heard on the Columbia Pacific 
Network from 7:45-8 a.m., begin- 
ning Aug. 7. S & W coffee will 
be promoted. The 52-week con- 
tract includes 12 stations in Cal- 
ifornia, Washington and Oregon, 
and two in Utah. Foote, Cone & 
Belding, San Francisco, is the 
agency. 


in hard hitting, attractive, readable copy... 
the result of 63 years of craftsmanship 
experience in both black and white space. 


‘Country Guide’ Names Hunt 


Hunt & Associates, Vancouver, 
B. C., has been named U. S. Pacific 
Coast representative of The Coun- | 
try Guide. Hunt already represents 
be publication in British Colum- 

ia. 


East of the Rockies it's Monsen-Chicago at 22 East Illinois Street 
On the Pacific Coast it's Monsen-Los Angeles at 928 South Figueroa Street 


Monsen 


LaRoche Agency Adds Evans 


C. J. LaRoche & Co., New York, 
has named Ward V. Evans, for- 
merly with Bauer & Black, as a 
member of the merchandising de- 
partment. 
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‘Cigar Enjoyment 
Parade’ Supported 
by Whole Industry 


New York, July 12—A 60-day 
promotional campaign to be known 
as the “Cigar Enjoyment Parade” 
is planned for August and Septem- 
ber by the National Assn. of To- 
pacco Distributors. 

Aimed at pushing the sale of 
cigars at trade and consumer lev- 
els, the “parade” will be financed 
jointly by manufacturers and dis- 
tributors. Stress will be placed on 
the slogan “Enjoy a Cigar.” Wes- 
ley Associates, New York, is han- 
dling the drive. 

Wherever feasible, cigar makers 
will tie in the drive with their 
regularly scheduled newspaper, 
magazine, radio and TV adveritis- 
ing during August and September. 
One-minute spot announcements 
will be made over 30 radio sta- 
tions and a 15-minute weekly TV 
show via 15 stations will be used 
for 5 weeks. 


a Joseph Kolodny, managing di- 
rector of the Tobacco Distributors 
Assn., said the “parade” will mark 
“the first time in the history of 
the cigar industry that manufac- 
turer and distributor have joined 
hands in a mutual all-out effort 
to inject new life and vigor into 
the cigar business.” 

Also cooperating, he said, will 
be cigar tobacco growers, leaf to- 
bacco dealers, lithographers, box 
makers, machinery firms, retail 
and wholesale organizations and 
chain stores. 


C-P-P Introduces New 
Lustre-Creme Hair Dressing 


Colgate-Palmolive-Peet Co., Jer- 
sey City, introduced a new Lustre- 
Creme hair dressing July 8 on the 
“Cavalcade of Stars” over the Du- 
Mont Television Network. The new 
product also will be aired on the 
“Cavalcade of Bands” over the 
same network on Tuesday nights. 
Supplementing the television pro- 
gram will be ads in The American 
Weekly and This Week Magazine 
covering 32 cities. 

Entered on the market as a pre- 
paration to preserve women’s per- 
manents and help in caring for 
short haircuts, Lustre-Creme hair 
dressing will retail in $1 and 50¢ 
sizes. Dealers will get a 40% mark- 
up on the product. Lennen & Mit- 
chell is handling the advertising. 


Crown Products to Langhammer 


Crown Products Co., Ralston, 
Neb., manufacturer of automotive 
rubber products, has named Lang- 
hammer & Associates, Omaha, to 
handle its advertising. Business 
papers serving the automotive 
field and direct mail will be used. 
This marks the first advertising 
campaign in the history of the 21- 
year-old company. 


NBC to Finance Musical 


National Broadcasting Co., New 
York, will turn angel this fall to 
finance the new Ethel Merman 
musical comedy, “Call Me Madam.” 
The network’s investment guaran- 
tees it certain radio, TV and re- 
cording rights. The play is sched- 
uled to open on Broadway in mid- 
October after tryouts in New Ha- 
ven. 


TOP SALESMAN 


in the DAKOTAS 
The MOST Eftective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 


J.P MALONEY, Advertinng Me 


New Forest Publication Out 


Forest Industries Review, Port- 
land, Ore., a new bi-weekly tab- 
loid newspaper, has been launch- 
ed, with R. T. Titus, executive 
vice-president of the Western For- 
est Industries Assn., as publisher 
and acting advertising manager. 
Advertising rates start at $3.50 per 
inch, and $2.50 per inch for full 
page. Subscription price is $2.50 a 
year and 10,000 readers are claimed 
by the paper. 


Wallace Joins Freeman 


James C. Wallace, who for the 
past six years has been advertising 
manager of the Timberman, Port- 
land, Ore., has joined the Miller 
Freeman Publications in Seattle, 
which publishes the Lumberman, 
Pulp & Paper and other trade pub- 
lications. He will do advertising 
and promotion work. 


Design Built Studios Moves 

Design Built Studios Inc., cre- 
ator and builder of exhibits, dis- 
plays, dioramas and showrooms, 
has moved from Flushing, N. Y., 
to 21-21 41st Ave., Long Island 
City, N. Y. 


WHERE ALL AMERICA LIVES 


= 
\ SOUTH BEND, 


“Test Town, U.S.A.” is perfectly typical of the entire U.S.A. 
The U.S. Government chooses South Bend for important 
tests and studies. More and more advertisers are trying 
out new products and sales appeals here. More and more 
are learning that results in “Test Town, U.S.A.” are accu- 
rate, clear-cut, reliable. One newspaper—and only one— 
covers this outstanding test market. Get all the facts. Write 
for free market data book entitled “Test Town, U.S.A.” 


All 


Soulh @end ie 
Cribune — Local 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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ABC-TV Signs Green Giant 


Green Giant Co., LeSueur, 
Minn., for its canned food products, 
will sponsor a half-hour Friday 
night television production, featur- 
ing Art Linkletter, over the ABC- 
TV network, starting Oct. 6. The 
new show, with title and format of 
the program to be announced later, 
will be seen on Fridays from 6:30 
to 7 p.m., CST. Leo Burnett Co., 
Chicago, is the agency. 


Gets Real Estate Account 


Green Manor Estate Inc., a $5,- 
000,000 real estate development in 
Manchester, Conn., has named 
Julian Gross Advertising Agency, 
Hartford, to direct its advertising. 
Newspapers will be used. 


WLW-D Names Williamson 


William J. Williamson, formerly 
an account executive of Ralph H. 
Jones Co., Cincinnati, has been 
named sales manager of WLW-D, 
Dayton. 


ONE 
MINUTE 
TV FILM 


we / Ly " 


Conventions 


July 17-19. American Marketing Asso- 


ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 


Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Names Palm & Patterson 


Cameron-Bessen Corp., Cleve- 
land, manufacturer of portable 
dishwashers, has named Palm & 
Patterson, Cleveland, to handle 
its advertising, sales promotion and 
publicity. Major promotional ac- 
tivity will be centered around the 
new Deluxe Bessen combination 
dish and lingerie washer. Trade 
publications, magazines, spot tele- 
vision and radio, and newspapers 
will be used. 


NBC Appoints McCray 


Thomas C. McCray, formerly 
assistant general manager of Sta- 
tion WTIC, Hartford, Conn., will 
assume his new duties as director 
of radio network operations for 
National Broadcasting Co. in Hol- 
lywood on July 17. 


know they'll catch fish in 


Florida’s lakes, rivers and coastal 
waters simply because there are | 


more fish there to be caught. 


When it comes to sales in Florida, 
more and more space buyers are 
finding the same kind of a 
situation in respect to Florida’s 
three big morning dailies. For 
these three newspapers deliver more 
prospects with a greater buying 
capacity simply because they 
circulate in Florida’s largest 


population centers where 78 percent 
of Florida’s effective buying income 


is concentrated. 


So, when you think of Florida— 


sales-wise—think of the Miami Herald, 
the Tampa Tribune, and the Florida 


Times-Union in Jacksonville. 


Sailfish! Tarpon! Largemouth bass! . 
And hundreds of other game fish make 
Florida a mecca for fishermen. They 
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National Representatives - Sawyer-Fergusen-Walker Co. 


National Representatives» Reynolds-Fitzgerald, Inc., 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


Advertising Age, July 17, 1956 


INEXPENSIVE MOTION—A 10¢ battery (right) keeps ballplayer’s bat swinging a 

couple of weeks in this cardboard “batter up” display. Measuring 16” by 22” and 

lithographed in eight colors, it is one of several in the 1950 point of sale campaign 

created and produced by Einson-Freeman Co., Long Island City, for Goebel Brewing 
Co., Detro't. 


Good News for Man and Beast: Soberett and 
Skip-Bath to Have National Ads and Sales 


Sr. Louis, July 13—Soberetts, a 
new capsule which helps persons 
who have over-indulged to sober 
up in a hurry, will be introduced 
soon by Adams Drug Co. here. 

The product will be marketed 
in single envelopes through drug 
and tiquor stores, taverns, bars 
and cigar stores. Small advertise- 
ments are being tried in central 
Illinois and southwestern Mis- 
souri papers. Men’s magazines will 
be used later. 

Adams officials emphasize that 
Soberetts are not an alcohol cure 
or repellant. They do not change 
the taste of liquor, affect anyone’s 
liking for it or capacity to con- 
sume it. They induce quick sobrie- 
ty by speeding up the breakdown 
of alcohol into free energy, Adams 
claims. 

They are expected to be wel- 
comed by tavern owners in states 
like Illinois, where the “Dram 
Shop” laws make taverns liable 
for accidents that occur as a result 
of too much imbibing by one of 
their patrons. 

Soberetts will be nationally ad- 
vertised and promoted through 
Hartogensis Advertising Co., St. 
Louis. 


WNHC Appoints Nielsen 
Walter A. Nielsen has resigned 
as station manager of WCNX, 
Middletown, Conn., to become pro- 
gram director of WNHC, New Ha- 
ven, Conn. David Harris has been 
named production manager of 
WNHC-TV, New Haven. 


PHILADELPHIA, July 13—Nation- 
al advertising for Sergeant’s Skip- 
Bath for dogs, a new product of 
Polk Miller Products Corp., is 
breaking in the July 17 Life. This 
launches the first national adver- 
tising to follow a test made for the 
item in this area. 

The opening half-page two-col- 
or ad in Life will be followed by a 
similar insertion in The Saturday 
Evening Post next week. Other 
magazine ads are scheduled for 
August and September issues. The 
list includes Capper’s Farmer, 
Country Gentleman, Grit, Look, 
Pathfinder, Progressive Farmer, 
Successful Farming and ten out- 
door magazines. 


as The decision to go national fol- 
lowed a test of 840-line copy in 
Richmond morning and evening 
newspapers in late May and early 
June. N. W. Ayer & Son, Philadel- 
phia, is the agency. 

Each ad features a picture of a 
different breed of dog, shows the 
Skip-Bath container and explains 
how the product cleans dogs with- 
out bathing them. Distribution is 
now being made nationally to drug 
stores and pet shops. 


Names Kaley Ad Director 


Warren C. Kaley, vice-president 
of the First National Bank of Port- 
land, Ore., has been appointed ad- 
vertising director effective July 
15. He will succeed Allen S. Clark, 
who has resigned. 


DAY and NIGHT 


ZINC 


Agency Sewice 


COPPER 


712 FEDERAL ST., CHICAGO © WAbash 2-8816 
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Advertising Age, July 17, 1950 ° 
‘Memos’ to Have 
Monthly Schedule 
in ‘Collier's’ 

Cuicaco, July 13—‘Memos for 
Men,” a participation advertising 
column that made its initial ap- 
pearance in Collier’s last April, 
will become a once-a-month fea- 
ture starting with the magazine’s 
Oct. 14 issue. 

“Memos” is produced by Memos 
for Men Inc., Chicago, and con- 
sists of a bleed page carrying ads, 
ranging in size from 15-line “spots” 
to 75-line “memos,” for noncom- 
petitive products. Minimum con- 
tract is for three consecutive in- 
sertions, and the cost ranges from 
$990 for the small spots to $4,635 
for the large memos. 

Each insertion carries a coupon 
identifying products on the page 
by number. Interested readers can 
obtain additional information on 
any products advertised by sending 
in the coupon. 

Starch ratings on the April in- 
sertion, the company reports, were 
very favorable, with almost one- 
third of the male readers and one- 
fifth of the female readers noting 
the page. Readership of the page 
actually exceeded readership of 
some other full-page ads in the 


same issue which also were aired 
at male readers. . 


s Both Memos for Men and its 
agency (Hamilton Advertising 
Agency, Chicago) feel that the po- 
tential success of the “Memos” 
idea lies in its ability to offer ad- 
vertisers exceptionally low-cost 
readership in a large-circulation 
national magazine. On items ad- 
vertised in the first insertion, 
readers-per-dollar ranged from a 
low of 610 to a high of 2,387. 

In addition to its sales potential, 

“Memos for Men” also will serve, 
in the opinion of its backers, as an 
ideal laboratory for testing various 
copy techniques. By comparing 
Starch ratings and coupon re- 
turns for individual items, the ori- 
ginators of ““Memos” hope to come 
up with the answers to several 
advertising questions concerning 
position, layout, copy, etc. 
“Since inaugurating the first 
“Memos” page in April (a second 
page appeared in Collier’s in 
June), Memos for Men reports it 
has been approached several times 
by people with ideas for extending 
the participation plan into other 
fields, and also adapting it for ra- 
dio use. 


Pabco Plans Special 
Fall Advertising Campaign 


Paraffine Companies, San Fran- 
cisco, will launch a special fall 
floor covering campaign, featuring 
full-color ads on California Origi- 
nals by Pabco and Pabco Guaran- 
tee rugs in American Home, Better 
Homes & Gardens, Country Gen- 
tleman, House & Garden and 
Ladies’ Home Journal. A special 
Campaign in 45 Sunday newspa- 
pers using Parade and Pictorial 
Review on the Pacific Coast and 

papers in the Metropolitan 

Group will be launched for Pabco 
Guarantee rugs. 

In addition, a series of b&w ads 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here’s your chance to reach the members 
of Aunt Ellen’s nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S your letterhead. . 
«); D Be 


428 Handcraft Bui 


on California Originals by Pabco 
have been scheduled to appear in 
American Home, Small Homes 
Guide, Today’s Woman and 
Woman’s Home Companion. A 
trade campaign will be carried in 
Flooring, Retailing Daily and Rug 
Profits. Brisacher, Wheeler & Staff, 
San Francisco, is the agency. 


Jesse Lide Rejoins McCann 

Jesse Lide, formerly vice-pres- 
ident in charge of sales and adver- 
tising of General Plywood Corp., 
Louisville, has rejoined McCann- 
Erickson in the Chicago office in 
an executive capacity. When he 
was formerly with McCann, Mr. 
Lide was an account executive in 
the New York office. 


Cleveland Agency Moves 

Axelband, Brown & Gardner has 
moved to new quarters at 3615 
Euclid Ave., Cleveland. 


U.S. Rubber Ordered 
to Stop ‘Unlawful’ 


Footwear Discounts 


WASHINGTON, July 10—The Fed- 
eral Trade Commission today or- 
dered the U. S. Rubber Co. to 
discontinue the sale of private 
brand footwear to chains and mail 
order houses at “unlawful” dis- 
counts. 

The commission objected to the 
fact that chains were able to buy 
private brands of rubber footwear 
at a lower price than U. S. Rub- 
ber charged for its advertised 
brands of like grade and quality. 

Except for due allowance for 
differences in manufacturing and 
sales costs, there must be no dis- 


crimination in the price charged 
purchasers of footwear of like 
grade and quality, the FTC said. 


Rates TV Commercials 


According to Tele-Que, the best 
liked TV commercial in Los An- 
geles during June was that of Tex- 
aco. Next in line were Lucky 
Strike, Ford, Log Cabin bread and 
Ballantine. Viewers named Hoff- 
man Radio, Coast Federal Savings, 
Chevrolet, Philip Morris and Pall 
Mall, in that order, as commercials 
they liked least. 


Names Frank Best Agency 

Frank Best & Co., New York, 
has been appointed to handle the 
advertising and promotion of Eis- 
man, Ewen & Rose, New York, 
maker of penthouse closet acces- 
sories. 


35 
Appoints Melvin Helitzer 


Melvin Helitzer, formerly con- 
sultant with Charles W. Gamble & 
Associates, public relations con- 
cern, has been named director of 
public relations of Toy Guidance 
Council, New York. 


WEOL Names Thomas 

Gretchen Thomas has _ been 
named director of women’s activi- 
— - at Station WEOL, Elyria-Lo- 
rain, 


= 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 inois * 


Fact about 


PEOPLE 


in San Francisco's 


“Best Circles” 


4 People prefer the suburban life in 
our San Francisco market. 69.9% of 
population lives in the Retail Trading 
Zone rather than the City Zone (Sales 
Management’s 1950 copyrighted survey). 


7 REAL, complete San Francisco 
market circles out from San 
Francisco. Its approximate 50-mile 
radius includes both ABC City 
Zone and ABC Retail Trading 
Zone. Every sales and population 
yardstick shows the HEART of 
this market is in the bigger-spending 
suburbs— outside San Francisco. Check 
circulation distribution of San Francisco 
newspapers with this fact in mind! 


NATIONAL REPRESENTATIVES 
SAWYER, FERGUSON, WALKER CO., New York + Chicago « Philadelphia « Detroit « Atlanta * San Francisco + Los Angeles . 


DELIVERS “BEST CIRCLE” COVERAGE 
IN TRADING ZONE AND CITY TOO 


+ The Chronicle’s circulation pattern reflects this 
distribution of population. And being the kind of a 
newspaper it is...The Chronicle attracts better- 
customer readership. You sell the “Best Circles” in 
suburbs AND city when you schedule our paper! 


| . 
4 ? 
a ul : : oe a AS 
en 2 
ee re 
| | . 
; 
* 
. 
aa ie 
id is 
on- A 
ip- =. 
of rs 
Is i 
his ; 
a 
the i 
ol- 
ya 
lay 
her 2 
for re 
“he ee 
eT, e x 
ok, eo) 
eT, a. 
ut- s 
ase 
col 
ol- ‘ a 
in igi 
ng af 
rly i 
el- ee 
fa cS 
he = 
ins 
h- : 
is z 
ug i, 
i 
ae 
~ . 
rt- = 
d- o 
ily LPs 
rR, as as Aen o 
ee’ win il eVallejo PA a 
eae es : ae ae | ide oe gic i aye aa ? = 
san Rafael * Richmond . . |. RA i oe : 
ONTRA COST : 
tl 5 i, : OL. 50". 460i 5 
, 2s pe f 
SS ‘4 | N : : : 
Prax 2 ae tri j ‘ ats 
e RY eel See " oa 
SAN FRANEISCO MATEO We : 
: astm. -hhee 4 
ad eo 6SAN Me 
nee —- 3 
= 
Ss a 
j 
) S r NO a A ee 
BR ding, Kansas City 16, Mo. fa 
BBS 0 NS SS ian a2) SPS I fete eo cS te remem eae MENA Te eM re a er 
re * Ce fe ete, ee ee 4 YD, ie) eee oe . ‘ a cl a ito Sais ae ie ie e 3 ef age ial f : ae EN . 4 ? AS eo ff Fags Pra xo eg eee 2 : 7 : <n © ers ie ae oe ate amy 


Newspaper Drive 
for Publicker’s 
New Brands Due 


PHILADELPHIA, July 13—Three of 
Publicker Industries’ liquor sub- 
sidiaries have taken the lead in 
marketing the first “B”-price 4- 
year-old bourbons, with introduc- 
tion of two new brands and reduc- 
tion of the price of Haller’s “89” to 
bring it in line with the two new 
brands. 

Kinsey Distilling Corp. is now 
selling a new Linfield brand, and 
Continental Distilling Corp. has 
announced its Planters Club as the 
first fully matured, quality straight 
bourbon to sell at a price competi- 
tive with secondary price blends. 
W. A. Haller Corp. makes Haller’s 
“89”, 

Introduction of the brands marks 
the increasingly competitive trend 
in the straight whisky market and 
a return to its prewar market sta- 
tus. Before the war, 90% of 
straight whisky sold was in the 
“B”-price category. 


® Distribution of Linfield and 
Planters Club is now being made 
and will be national in 30 to 60 
days. In the meantime, the Pub- 
licker subsidiaries will launch a 
campaign in trade publications. 
Within two months, the campaign 
will spread to hundreds of news- 
papers throughout the U. S. 

How much each corporation will 
spend to introduce its new brand 
and low price to the public has not 
been made known. In fact, the 
agencies (Al Paul Lefton Co., Phil- 
adelphia, for Planters Club; Al 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Setting -- betes 

as DIRECT SELLING — is ena 
nt volume quickly for many manu- 

carta It may be your answer to 

dwindling volume, vanishing profits, 


soarin and cut-throat com 
tion. ioe lling is fully ex ape 
in fascinating booklet—mailed FREE. 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-23, 28 E. Jackson BI., Chicago 4, lil. 


Paul Lefton, New York, for Lin- 
field, and Monroe Greenthal Co., 
New York, for Haller’s “89”) only 
now are making preliminary plans 
for newspaper advertising. 

Haller is now pushing its County 
Fair bottled-in-bond whisky in 
metropolitan New York. About 25 
papers in New Jersey resort areas 
will carry introductory full-page 
ads within a fortnight, featuring 
reduced prices. 

Later the County Fair ads will 
run in newspapers elsewhere in 
New York state. 


@ The other Publicker bonded 
bourbons, Charter Oak and Old 
Hickory, were launched last year 
by Publicker subsidiaries with 


great fanfare. Both are still being ° 


promoted throughout the country. 

The new brands, designed for 
the mass market, are expected to 
surpass the 100-proof bourbons 
within a year. 


Pacific Coast Study 
Indicates Television 
Builds Baseball Gate 


Los ANGELES, July 13—Another 
negative answer to the question, 
“Does television harm attendance 
at sports events?” has been found 
in a survey conducted by Coffin, 
Cooper & Clay Inc., publisher of 
“Tele-Que,” monthly TV show rat- 
ing and audience analysis service 
for Los Angeles. 

The study shows that 93.5% 
more of the TV owners than non- 
TV owners are fans of a Pacific 
Coast League team, and 69% more 
of the video owners than the non- 
television owners had attended a 
ball game within two weeks of 
the time the poll was taken. 

In addition, of those who had 
seen a Pacific Coast League ball 
game on television (owners and 
non-owners) within the two weeks, 
141% more had attended a game 
during those same two weeks than 
those who had only heard a game 
on the radio. 


Kunz & Veltri Formed 

Paul Kunz and Nicholas Veltri 
Jr. have formed the partnership 
of Kunz & Veltri and will take 
over the accounts of Paul Kunz & 
Co., Buffalo, which for the past 
six years served agencies with art 
and direct mail production. The 
concern is located at 30 Tracy St., 
Buffalo. Mr. Veltri was art direc- 
tor of the former company. 
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Advertising Volume Figures for June Issues of 
Business Papers and Totals for 6 Months 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 
ard 7 x 10” type page. 


June Six Months June Six Months 
1950 61949 1950 1949 1950 61949 1950 61949 
Industrial Group 
") oer 56 72 342 405 Siew om) <p tchaithone ea “— “3 m He 
American Aviation (semi-mo.) . *53 40 289 210 | iy lanl allel 
Aarlean Bulider 185 168 991 1005 CE EE cctengedsdeceee 185 223 1259 1313 
American City .............- a i BR RP i ee ~ 
American Dyestuff Reporter .. 179 84 499 544 Tool Eng ra nal (5 x 7/@) 5 69 506 479 
American Machinist (bi-w.) .. 21% 356 3*459 2298 2418 | traffic gs ot See geet 1106 104 714 697 
American MES 29 40 190 245 Utilization “iting i lalrays *31 *24 141 131 
Analytical Chemistry ... 41 38 232 231 Water & Sewage Won... 49 56 391 396 
Architectural Forum .... 148 133 983 846 Water Works ineering ..... 48 49 326 327 
Architectural Record \\232 159 1083 Vio. §*75 $81 278 353 
Automotive Industries (semi- op oe all OF CER * 4 
me.) 141 151 978 1022 Western Canner and Packer ... Z 39 ‘ 51 247 277 
Aviation Operations ......... *40 *41 218 281 Western Construction News ... § 102 § 104 $22 538 
Aviation 1*125 *111 391 747 Western Industry ........... ‘45 44 260 274 
Bak Hel; (bi- w.) en! AS 1139 147 981 lood Worker eee eeesceseses *68 *75 405 453 
+l Pe KH.) «+++. 78 87 506 533 Woogaerting Digest ; - 
Better Roads .............. 31 31 202 194 (A/a X Ga) «+2200 eres <7 8169 sg 1016 
Brewers’ Digest ............. 40 248 242 EEE 46.5 00b6bese00s soc §*210 200 1167 1249 
Brick & Clay Record ......... +50 #45 285 2q9 | World Petroleum ............ ee ee 
Bus Transportation .......... 136 692 $14 ere Tt 17,275 17,694 99,765 105,045 
Butane- i v8) News 
7 (Ova . eva) Perera 84 §101 511 536 Product News Group 
aster, Uneese . Volume figures for product news information publications listed totes 
c ee ereverees wan a oo z = are reported in 1/9 page units A 9 3% x 434’)—not 
| me ~ dee hee rh se nae om be 4 dee | standard 7x 10” paves. 
ae 1&4 r Saget scree Electrical Equipment ........ 310 319 1916 1964 
pay ngineering 44 124 865 gos | Industrial Equipment News ... 694 745 4196 4300 
cn =m). EeihagePesecve 255 24 1628 1681 | Industrial Maintenance ....... 149 169 909 952 
Chemical Industries” prcsocee (592 96 565 614 | New Equipment Digest ....... 486 520 2870 2967 
ans ienene 2S rr Ga 77 
ae UGUIIIIND ee ececces roduct Design evelopme 
Coal a “ok heap ha uss oat ae Ft Transportation Supply News .. 62 44 320 281 
Commercial Car Journal ...... 170 184 1007 1056 | Total 1/9 page units ........ 2,121 2,116 12,642 12,453 
Construction Digest (bi-w.) .. 1#198 *202 898 921 | Total om ¢ divided by 9= . 236 235 1,405 1,384 
Construction Methods & Converted to 7 x 10 pages (approx.): 
Equipment ...........-.-. *127 *112 678 690 | Total units “tivided by 4= ... 530 529 3,161 3,113 
Construction News Monthly ... *76 *72 443 410 
Constructioneer (bi-w.) ...... *122 *108 678 656 Trade Group 
nae aed Py ee 44 40 292 274 as Congittoninn 0 hie on on a id 
‘ontractors neers jon News (w.) x 3 
Monthly (934 x 14) ...... 62 60 347 «lumina 103 109 731 788 
Dairy Record (w.) ......... * 167 ‘87 436 471 | American Druggist .......... 116 108 740 778 
CN MED cenctcapecee oH 135 119 757 678 | American Lumberman & Building 
Diese! Progress (9 x 12) .... 50 43 288 265 Products Merchandiser (bi-w.) #144 *150 1077 1086 
pole 5 f & citecreo= a eR S 
i cutatehsssdetesse-s ¢ uildi u Me cayshes 
Drug t Cosmetic Industry .... *110 *109 613 684 | Chain Bey rh / 
Electric Light & Power ...... 118 108 564 561 Adminstration & Edition 
Electrical Engineering ....... *57 *63 307 332 Combinations ........ *47 *23 165 149 
Electrical Construction & Druggist Editions ......... 118 79 560 584 
EEL 66066tscecces lll 115 665 755 General Merchandise— 
Electrical South ............ 54 46 356 360 Variety Store Editions ... 201 *100 883 774 
Electrical West ......:...... 80 97 449 533 Grocery Editions .......... 167 78 656 592 
Electrical World (w.) ....... 1*288 *255 1676 1887 | Department Store Economist . 68 62 520 445 
Pe .” . tceseddeedhas *470 *416 1494 1370 | Domestic Engineering ........ 150 152 950 962 
Engineering & Mining Journal . 110 105 681 715 | Electrical Dealer ........... 51 47 323 311 
Engineering News-Record (w.) 1*330 *333 1960 2096 Clostrten! Merchandising 
Excavating Engineer ......... 33 33 216 227 ad ah are ad *147 *130 1005 958 
Factory Management & Electrical Wholesaling ....... §*116 82 504 549 
Maintenance ..........++. *246 *232 1336 1419 | Farm Equipment Retailing ey 69 78 400 538 
Fire Engineering ............ 46 49 274 262 | Farm Implement News 
Ee 113 115 628 732 CE 21*144 =. 9§*231 1107 1279 
Food Industries ............ 1*126 *146 773 816 | Florists’ Review (w.) ........ 1§*446 *441 2717 2673 
poss — EE ne “| . Fr +4 ae $ OM Wem once secon. 13 sg 4 ba 
Oe 2 PP scabibeceagsss 
pestiry ae ne MRS Mi Pes os ie ar 4 4 aes ~y* attest nie dae esin . mo 188 oan 
Saeeennatns tie ehss Fas ardware Age (bi-w.) ....... 2000 
Gas Age (bi-w.) .......---- 107 99 549 523 | Hatchery & Feed ........... 30 29 291 255 
Heating & Ventilating ....... 78 77 423 459 | Hosiery & Underwear 
Heating, Piping & Air ST Sheced ne te2¢d.040 00 89 95 611 715 
GEE cccccsecceces 127 867 865 | Hosiery Industry Weekly ..... 143 61 357 493 
Ice Cream Review .........-. 91 96 534 582 | Hosiery Merchandising ....... 123 25 169 214 
s ~* & Engineering a0 138 ous 736 nee | s Li al (bi-w.) . “—_ "< i” ar 
PP PO mplement Record ........... 
(ndustrial Finishing (4 x 62) *69 *75 460 481 | Industrial Distribution ....... 188 209 1161 1305 
Industry & Power ........... 80 155 592 802 | Jewelers’ Circular-Keystone ... 139 172 964 1188 
Inland Printer «......-+.++. 60 is 34 382 | Leather & Shoes (w.) ....... 19°42 "62 688 666 
ie ingerie Merchandising ....... 
PEE OULD sccdocesécres 1§*497 *532 2917 3329 | Liquor Store & Dispenser ..... 58 50 293 262 
ee 105 120 623 ey JA eerie 166 169 959 1037 
Machine Design ............ *188 *208 1065 Se FM MR vc csadsceced se ses 109 131 688 801 
Machine & Tool Blue Book Motor Govan (44% x Ge) .. 157 144 884 884 
Ot beberle 216 22812151371 | NJ (National Jeweler) 
na cod enchtecs 06.06 261 271 1496 1611 (SV 76) SOP PET ore 139 162 932 1116 
Manufacturers Record ........ *34 *41 259 262 National Bottlers’ Gazette .... 87 94 510 540 
Marine Engineering & Office Appliances ........... 139 145 862 945 
Shipping Review 92 100 481 556 | Photographic Trade News ..... §140 53 395 418 
Mass Transportation 24 35 147 184 | Plumbing & Heating Business . 93 88 561 541 
Materials & Methods 97 118 635 681 | Plumbing & Heating Journal .. 76 58 392 428 
Mechanical Engineering ...... 90 90 542 565 | Plumbing & Heating Wholesaler 31 28 183 198 
Mechanization .............. *98 *105 546 611 | Poultry Supply Dealer ....... *28 *28 185 166 
Metal Finishing ............ *91 *88 425 417 | Progressive Grocer (41% x 7'/4) 142 155 905 950 
Milk Dealer > 100 --849«——S87 | Southern Automotive Journal’. ©9143 «198703 
i aT ere uthern Automotive nal .. 
Mill & Factory ~ *187 *217 1240 1327 | Southern Hardware .......... 75 96 596 686 
Mining Engineering 28 26 137 144 | Sporting Goods Dealer ............. 127 139 1184 1248 
Modern Machine Shop . SE GE ah doeescccece see 29 36 318 351 
CVS 2 )//) 229 240 1361 1536 | Super Market Merchandising .. 124 117 727 703 
Modern Packaging ........... *146 *138 882 846 | Variety Ly + peed 
Modern Plastics ............ *120 *131 851 713 Ge © GOED cc ccccccccecs 84 60 546 529 
Modern Railroads ........... §161 §78 544 439 | Wood Construction & Building 
} were an wo 5 yee a sins 4 os GEES Sco cvedsonuses — 48 305 323 
ational Provisioner (w.)® ... O53” Tit Lee 
bey ee 52 57 375 397 , ey ere 5,953 5,637 36,823 38,640 
Oil & Gas Journal (w.) ...... 1§*597 §*568 3149 3345 Class Group 
Operating Engineer .......... 48 49 279 312 Advertising Age (w.) 
Organic Finishing ........... *1ll §*11 74 88 (103 ng 178 176 1195 1158 
Packaging Parade (934 x 12) . 63 57 396 366 |, (10% x peanecss rib ax ¥ ; re 
Paper Industry ............. 60 72 366 462 —- Hairar or . 43 6 I 52 265 
Paper Mill News (w.) ....... 46141 = §140 713 | oh - + -— Bee +3 3 Fa a4 3 
Paper Trade Journal (w.) 4§#195 §*211 837 1002 Banking (7 p 10 3, eertces 56 375 366 
Petroleum Engineer ......... 161 173 1004 1118 Chai a A * reece 
Petroleum Processing ........ 80 75 378 425 For tain sa nt 
Petroleum Refiner ........... *144 *166 876 977 °to bi tie aural 6 27 176 152 
231 oe *106 *98 783 831 “aay “ig promos Mi ako Ra 
Plant Engineering ........... 63 36 347 209 Cleaning & Laundry World .... 40 37 259 263 
etl casnas thabes 95 86 361 $14 | Dental Survey ........--.++- 95 112 620 702 
ier mate tnhaet 194 206 «=—-:1185 = s:1179 | Fountain Service ............ 57 50 284 283 
Power Engineering® ......... 65 84 390 471 ae on epecseue 4 ¢ ons $ 
Practical Builder ........... 92 89 735 @ | ia ae... 50 48 264 280 
Printing Magazine ........... 50 64 321 369 H tel Worl a iew (w.) Pap ane 7 
Product Engineering ......... §*310 §*321 1447 1580 (Ve X re 1§861 #36 264 238 
Production ~ eves ee FS chee elle 
ES POO CTT 78 487 458 Industrial Market $0 erecene 89 89 547 544 
Products Finishing (4'/o x 6!/2) 79 85 422 518 — = im Medical §*276 #276 1828 1891 
Progressive Architecture ...... 114 89 621 557 _ ad Miabtedcbed 
EE ot atk eh éeces bees *268 *301 1274 1534 ey . ao." (ai eee FY ws one 340 S 
Quick Frozen Foods & the eae Beauty Sh Va x 6Y4) 60 66 3 424 
"Speer 83 53 582 aR ~ Hy ~~ By SOE 
Railway Age (w.) .......... ma mm (tS ote | Oe See eee) “= (COU _ 
Railway Engineering & (4% X_ 634) wesseeereees 953 
MAINES... 6 s.cicede. 53 58 330 359 Nation’s Schools ........... 77 71 510 453 
Railway Mechanical’ & Oral Hyviene (4 5/16x7 3/16) 12913527 
Electrical Engineer ........ 90 115 471 625 Sch esti c — wp Aaa 40 41 218 225 
Railway Purchases & Stores .. 125 106 610 688 | Sthool Executive--School 
Railway Signaling & Com- Eaui — N 56 49 431 381 
DEER, na45ccbcree ce 29 30 172 188 Sch 1 non} rene 
Roads & Streets ............ eee wis 480 483 (Me x 1134) 18 21 126 132 
(ky. JURORS 126 133 702 650 | what's New in Home Economics 58 72 567 «0488 
oa Engineering ....... 4 2 ue i We <avedevedcodcusie 2,139 2,110 13,539 13, 
Shs p CER hdd tiene ones 
Southern Lumber Journal ..... *67 *85 420 513 Expert Group 
Southern Lumberman ....... *151 *159 851 991 | American Automobile 
Southern Power & Industry ... 80 86 485 507 (overseas edition) ........ 106 112 488 550 
Steck’ CW.) occ cecscececeeee 1*384 *391 2365 2576 | American Exporter (two editions) 137 180 1104 1392 
ee 13 §*8 18 66 | American Exporter Industrial 
Telephone Engineer .......... *92 73 526 452 (two editions) .......... 131 130 921 1048 
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—to— car ae i — 
1950 1949 1950 §61949 1950 1949 1950 1949 
Automovil Americano ........ 126 128 563 640 | Textiles Panamericanos ...... 57 57 354 344 
Caminos y Calles ........++. 26 $54 182 197 DO, scumsch ocontens 10ll “1125 “6235 ~ 7,045 
Ne Rae 16 15 79 86 . . . 
Farmaceutic® .......eceeees 34 45 295 325 | §Includes a special issue. ‘Estimated. ‘Two issues. ‘Four issues. *Includes 
Hacienda (two editions) ..... 96 94 591 618 | classified advertising. *Three issues. ‘Five issues. ‘Formerly National 
{ngenieria International Industria 81 87 437 511 | Butter & Cheese Journal. 
Ingenieria Internaticnal Con- "Six-months cumulative figures for 1950 include a directory, now one 
MPUCCIOM ccccsercsesseces 60 59 343 369 | of 12 issues, which was a separate issue in 1949. 
arty ~ ES 4 a + 164 | sdune figures include two issues for both 1950 and 1949. 
en 19 31 143 131 | *Six-month cumulative figures include 25 issues for 1950, 26 issues 
Revista Aerea Latinoamericana . 7 ll 61 78 | for 1949. 
Revista Rotaria ............. 5 6 35 43 | ‘Formerly Power Generation. 
Sparish Oral Hygiene (45/16 x (17 x 10 units, sold as pages. 
OE sake creep) hake’ 29 32 206 213 | |||Does not include advertising in special Western Section. 
Business Paper Ad Parsons Leaves Stanley Promotes Hosiery on TV 
e Robert M. Parsons, general sales} Camillo Hosiery Mills, Phil- 
Linage Drops 0.7 % manager of Stanley tool division,|adelphia, is running a _ television 
A —-, Works, es Britain,|test campaign for its Spun Gold | 
onn., has resigned after 50 years;nylon stockings with spots on 
under June, 1949 with the company. He will con-|WPTZ and WFIL-TV, both in Phil- 


Cuicaco, July 13—According to 
the monthly tabulation by Indus- 
trial Marketing, advertising linage 
in 251 business papers continued 
downward in June. 

This year’s June total of 26,908 
pages is 187 less than June, 1949, 
for a drop of 0.7%. The cumula- 
tive total of 159,523 pages for the 
first six months of 1950 is 4.6% 
under 1949, or 7,700 pages less. 

The 148 industrial publications 
show a June decrease of 419 pages 
or 2.4%, while year-to-date figures 
for 1950 show 5,280 fewer than the 
105,045 pages in 1949, a 5% drop. 


‘ The six product news publications 


have increased their volume 0.2% 
(one page) for June and had 48 
more pages in 1950 than last year’s 
3,113, a 1.5% increase. 


a The 53 trade publications car- 
ried 5,953 pages, 316 (5%) more 
in June this year than June, 1949, 
but show a year-to-date drop of 
1,817 pages (4.7%) from last year’s 
28,640. 

The 26 class publications show 
a 1.3% increase for June and a 
1.2% rise for the year, or 159 pages 
more than last year’s 13,380. A 
decline of 10.1% for the 17 export 
papers is shown for the month, 
with a year-to-date drop of $10 
pages from last year’s 7,045, or 
11.5% less. 

MONTH OF gone 


ages Pages 
Classification 1950 1949 
Industrial 17,275 17,694 
Product News 530 
Trade 5,953 5,637 
Class 2,139 2,110 
Export 1,011 1,125 


K&E Promotes Two 
and Adds L. A. Swenson 


Kenyon & Eckhardt, New York, 
has appointed G. N. Beecher Jr. 
and George Humbert, both account 
executives, as vice-presidents. Mr. 
Beecher joined K&E in June, 1949, 
and Mr. Humbert has been with 
the agency since 1943. 

Lester A. Swenson, formerly 
with Williams & Saylor as assistant 
to the president, has been named 
to the account staff. 


Maloney Heads World Group 

John F. Maloney, research edi- 
tor of the Reader’s Digest Inter- 
national Editions, has been elected 
president of the World Assn. for 
Public Opinion Research. He suc- 
ceeds Dr. James R. White, head 
of the British opinion research of- 
fice in occupied Germany. 


Universal Appoints Reid 

Gordon E. Reid, formerly with 
Canadian Durex Abrasives Ltd., 
has been named Ontario sales rep- 
resentative of Universal Accesso- 
ries Ltd., Toronto, manufacturer of 
automotive accessories. 


MAGAZINE CLIPPINGS 
AID BUSINESS 


Clippings from the business press, 
arm publications and consumer 
Magazines can supply valuable infor- 
Mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
editorial publicity, for maintain- 
competitive advertising files, for 
ing research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon’s 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


tinue as consultant. C. Kenneth 
Freedell, in the advertising and 
sales departments 25 years, suc- 
ceeds Mr. Parsons. 


‘Parade’ Ups Kimball 

Edward H. Kimball, formerly 
manager of the Detroit sales office, 
has been named advertising sales 
manager of Parade in the New 
York office. 


adelphia. The drive will remain 
regional until fall. Gresh & Kra- 
mer, Philadelphia, is the agency. 


'|Names Stuart PR Director 


Nancy Stuart, with the promo- 
tion department of Station KEX, 
Portland, Ore., has been named di- 
rector of public relations at Wil- 
lamette University, Salem, Ore., 
effective Aug. 1. 


Vollmer Joins Lamb & Keen 


Lamb & Keen, Philadelphia, has 
named Frances Vollmer, formerly 
with Earle A. Buckley Organiza- 
tion, as a member of the copy de- 
partment. 


Remsen Appoints Canyock 


Remsen Advertising Agency, 
New Haven, Conn., has appointed 
Robert A. Canyock, previously 
copy chief of E. J. Lusk Inc., as 
head of the copy department. 
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Wittner Adds Elliott 

Fred Wittner Advertising, New 
York, has added Malvin Elli- 
ott, formerly science editor with 
Grolier Society, as a member of the 
copy staff. 


McGillawee to Wool Bureau 


Joy A. McGillawee, formerly in 
the Toronto office of Vickers & 
Benson, has been named director 
of publicity and promotion of the 
Wool Bureau Inc., Toronto. 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


E IS THE PUBLISHER of a fast-growing 
newspaper —always on the alert to doa 
better job for his advertisers—and for him- 
self. He always gets first look when anedition 
rolls off the press. 
Recently he was scanning the bulldog 
when suddenly, without warning, one ad 
leaped out and smacked him right in the eyes. 


He stared. 


He gaped. He gulped. Never 


before had one ad made such a tremendous 
impression on this puzzied publisher. He 
dashed to the composing room and headed 
straight for the foreman. 

“Let’s see the electrotype this ad was 
printed from,” he demanded. 

“That’s no electrotype, Boss,” said the 
foreman, “it’s a Reilly Plastictype!” 


REILLY PLASTICTYPES 


"Reilly Electrotype 


tie ‘mes 


- Creators of Better Plates 
for Better Printing 


305 EAST 45th 


STREET, NEW YORK 17, N. Y. 


MUrray Hill 6-6350 


2 Maples 


Reilly can do for you what Reilly did for 
that advertiser—make the ad jump out and 
give the reader a personal sales talk. That’s 
because Reilly Plastictypes show every detail, 
every tone, every high light. They do full 
justice to your artwork and particularly to 


your product. 


Five million Reilly Plastictypes have already 
been pressed into service. We'd like to try 
our fine hand on your reproduction problem. 
Sure, Reilly Plastictypes cost a mite more 
than mats, but you’re buying results, not just 


circulation. 


Call Reilly today. One of our experts will 
come a-runnin’. Or, if you’d rather, here’s a 
coupon that will start you on the path of finer 
reproductions and better sales results. 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 
Show me why your Plastictypes will give me 

better reproductions in newspapers. AA/7 

NAME 

COMPANY 

ADDRESS 

city ZONE STATE | 
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Fitzpatrick Leaves WEBR 

Paul E. Fitzpatrick has resigned 
as president and a director of Sta- 
tion WEBR, Buffalo. 


Robinson Agency Moves 

Elwood J. Robinson, Los An- 
geles agency, has moved its offices 
to Wilshire Blvd. and Bixel. 


Sell the “HEART” of the Family 


12x94 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 to 10) 
Write for Market Data Folder A 


1018 S. Wabash Ave., Chicago 


.. in the years of HEAVIEST SPENDING AT HOME 


Adler Plans Fall Campaign 


Adler Co., Cincinnati, has an- 
nounced plans for a fall campaign 
to promote the “new improved Ad- 
ler ‘SC’ socks.” Magazines will be 
used, plus dealer helps, which 
include a sales kit with statement 
enclosures, mats, radio scripts and 
display cards. Adler outlets also 
will be offered filmed 20-second 
television spot announcements for 
local use. Ruthrauff & Ryan is 
the agency. 


WCLE Appoints Anderson 


Herbert T. Anderson, formerly 
vice-president of the Pinellas 
Broadcasting Co., has been ap- 
pointed manager of the new St. 
Petersburg offices and studios of 
Station WCLE, Clearwater. 


May Agency Moves Offices 

May Advertising Co., Philadel- 
phia, has moved from the Com- 
mercial Trust Bldg. to 1505 Race 
St. 


Advertising Age, July 17, 1960 


‘Oregonian’s’ Innovations in Typebook 
Make Life Much Easier for Copywriters 


PORTLAND, ORE., July 12—More 
than just a showing of available 
typefaces, a new typebook com- 
piled by the Oregonian here prom- 
ises to cut ad composition reset- 
ting costs in half. 

Portland advertising agencies 
and retail copy departments were 
presented copies of the new book 
at what was probably the first 
newspaper coming-out ever held 
for a typebook. 

Department store ad executives 
were particularly pleased to see 
that the book shows type up to 
24-point in paragraph form, set 
both solid and leaded. The one and 
two sample lines in most type- 
books, they claim, don’t show how 
the type will really look. 

Eliminating the old worry of “I 


YOU CAN 
REACH MORE PEOPLE 
SELL MORE 


GOODS 


Highway displays will sell merchandise—they are 
selling the best names in America right now! In this 
important advertising field no organization approaches 
National Advertising Company for thorough cover- 
age, dependable service and complete responsibility. 


National Highway Displays with Scotchlite* Reflective 
Sheeting will sell your product anywhere in America, 
24 hours a day at very low cost. Write for case histories 
and specific information in your own field. National 
Advertising Company, Waukesha, Wisconsin. 


AMERICA’S SMARTEST ADVERTISERS 
ARE GOING NATIONAL! 


NAMES THAT GO NATIONAL—Alemite © American Broadcasting Company 
Auto-Lite © Buick © Burd Piston Rings ¢ Chevrolet ¢ Chrysler © Cooper 
Tire © Dayton Tires © Devoe & Raynolds Paint © Dedge-Plymouth 
Du Pent © Evinrude Motors ©¢ Fisk Tires © Ford © Fox Head Brewery 
Glidden Paints © Hamm Brewing Company ¢ Hudson ¢ international 
Shoe Company ¢ Kaiser-Frazer © Lincoln-Mercury © Martin-Senour Paints 
Miller Brewing © Mohawk Tires © Nash © Oldsmobile © Pennzoil 
Pepsi-Cola @ Philco © Pontiac @ Pyrofax ¢ Quality Bakers of America 
Seiberling Tires © Society Brand Clothes ¢ Studebaker © UW. S. Tires 
Willys-Overland, and other sectional and local advertisers. 


*Reg. Trad k of Mi f 
Mining & Mfg. Co., St. Paul, Minn. 


ional Advertising 


> 


WAUKESHA, WISCONSIN 


hope the copy fits!” the new Ore- 
gonian typebook includes tables 
simple enough to enable even a 
copy cub to fit an ad message 
quickly to any size copy block in 
any style and size type. 


ws Other features of the 114%x8%" 
book include a speedy thumb in- 
dex to type families; pages show- 
ing complete*alphabets in caps and 
lower case for 32 different faces in 
all available sizes. Each face also 
has its own scale for the average 
number of characters for different 
length pica lines as well as a list 
of complementary faces. Extra 
large headline type appears on 
nine double fold-out pages at the 
back of the book. Spirai binding 
makes it easy to use the book in 
tracing exact size of headline type. 

The typebook was pre-tested by 
experts in the field to insure its 
usefulness from the advertiser’s 
standpoint. It is copyrighted and 
carries a $2.50 price mark. Copy 
and production was under the di- 
rection of George P. Griffis, pro- 
motion manager; Dick Millison, 
staff assistant, and Gordon Ben- 
son, staff artist. 


Issues Plastilux 500 Data 


Neon Products Inc., Lima, O., 
has published a pamphlet, “Case 
Histories of the Paint Industry,” 
which shows how national and lo- 
cal paint companies are using 
Plastilux 500 signs for dealer iden- 
tification. Subjects covered in- 
clude: Design and cost of the 
signs; merchandising signs to local 
dealers; sign distribution systems; 
sign maintenance, and advertising 
value of facsimile trademark re- 
a gene at the point of sale. 

ith Plastilux 500 the copy is pre- 
sented in actual pigments rather 
than outlined by neon tubing. 


Vanton Pump Names Fellman 


Vanton Pump Corp., New York, 
manufacturer of the Vanton Flex- 
I-Liner non-corrosive pump, has 
named Leonard F. Fellman & As- 
sociates, Philadelphia, to handle 
its advertising. Trade publications 
will be used. 


2 Name Keelor & Stites 


Keelor & Stites Co., Cincinnati, 
has been appointed advertising 
counsel of the Budget Meat Plan 
of Cincinnati Inc., a new company 
which provides home meat deliv- 
ery. Fettner Furs Inc. also has 
named Keelor & Stites. 


THERE'S CONCENTRATED 


LOOK AT THE EVIDENCE 


1949 
Number of 
Gas Meters 


6,159 


WINSTON-SALEM. TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
Nationa! Representative: KELLY-SMITH COMPANY 


Adv: 
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PHOTOGRAPHI 
REVIEW 


BROADCASTERS VISIT WESTERN SET—Stopping on the set of “The Marshall of 

Gunsight Pass,” when the Southern California Broadcasters Assn. members visited 

ABC's Television Center in Hollywood, are William J. Beaton, general manager, 

KWKW, Pasadena, retiring president of the group; Ernest Felix, assistant treasurer 
of ABC; William Doty Edovarde, commercial manager, KFWB, Los Angeles. 


SPORTING FOOTWEAR 


> URED FRED BeOREE Comres 


DOUBLEHEADER—A reversible centerpiece of seasonal interest gives this Sporting 
Footwear display double utility. The display, distributed by U. S. Rubber Co., was 
designed and produced by Ketterlinus Litho Mfg. Co., Philadelphia. 


NEW ABC OFFICES—Executives of the Audit Bureau of Circulations hold a staff 
meeting in the bureau’s new, larger offices in Chicago. Managing Director J. N. 
Shryock (above, at desk) consults with (from his left reading clockwise) A. R. 
Petterson, L. H. Smith, W. D. Haines, Glenn Felger, H. C. Betts, Vernon Hansen 
and Carl Gevley. Shown below is the new secretarial and clerical office in ABC’s 
fe auditing department. o 


VERSATILE—Mary Ann Korth of the Hol- 

lywood office of Kenyon & Eckhardt 

proves herself versatile on the Lincoln- 

Mercury account. On this occasion she 

covered her typewriter, donned a swim 

suit and went to the beach to pose with 
a@ new car. 


MAGIC—Crowds have been attracted to 

this window in a Devoe & Raynolds store 

in New York to watch the mechanical 

magician pull nylon paint brushes out 
of the 


GIFT OFFER—Silex Co. offers a plastic 
hostess apron with each purchase of its 
glass coffee maker and is pushing sales 
at point of purchase with this window 
and counter display. Business paper ads 
and newspaper promotion through deal- 
ers have been used to push the offer. 
Oberly & Newell Lithograph Corp., New 
York, prepared the display. Alley & 
Richards, New York, handles the account. 


MINNESOTANS, TRANSPLANTED—Members of the Minneapolis 
Club of New York are shown at a luncheon meeting at which 
Dr. Gabriel Hauge, of McGraw-Hill Publishing Co., gave them 
a report on business and economic implications of the Korean 
situation. Left to right are Bruce Robinson, Bureau of Adver- 
tising, ANPA; Carl Hendrickson, J. M. Mathes Inc.; Charles 


OPEN SHIP—Among 450 advertising, magazine, newspaper, radio and television 

representatives attending an open ship party aboard the Arnold Bernstein Line's 

S. S. Europa in New York are (left to right) William H. Rankin, president of Wil- 

liam H. Rankin Associates; Ben F. Moyer, ad director, New York Daily News; and 
Ed Risley, Elmer Flagler, and Charles Donahue, all of the News ad staff. 


TELEVISION PROMOTION—To combat any summer slump in booming television set 

sales, the Electric League of Los Angeles is now engaged in an ive pr ti 

using several media. Discussing the plans are Robert Hixson, president, Hixson- 

Jorgensen, agency for the league; Meredity Leeds, “Miss Television”; William Quinn, 

managing director; and Mark Finley, Don Lee TV public relations, representing the 
seven Los Angeles television stations. 


PREMIERE—In a backstage huddle at NBC-TV in New York on the opening night 

of “Van Camp's Little Show” are (left to right) L. J. Noonan, vice-president, Stoke- 

ly-Van Camp; John Conte, star of the show; Roberta Quinlan, his first guest; and 

Ray N. Peterson, ad director for Van Camp. Calkins & Holden, Carlock, Mc- 
Clinton & Smith is the agency. 


Rheinstrom, J. Walter Thompson Co.; Warren Tingdale, Boyle- 
Midway Co.; George Beverage, This Week Magazine; Dr. Hauge; 
Alf Ofstie, Business Week; Marshall Crowley, General Electric 
Co.; Jack Sperzel, Erwin, Wasey & Co.; H. H. Maclean, 
assistant advertising director of Scripps-Howard Newspapers; 
and Al Goustin, Blair TV Inc. 
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your best buy! 


“RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
That's all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


. ADVER- 


Information for Advertisers 


No. 3671. Automobile Sales in Phi- 
ladelphia Market Area. 

Sales of new passenger cars and 
commercial vehicles in Philadel- 
phia and its retail trading area 
are analyzed in this brochure of- 
fered by the Philadelphia Inquirer. 
The study covers the first three 
months of 1950 and includes a new 
car sales index and tables arranged 
according to make and sales area. 
It is entitled “Philadelphia Auto- 
motive Facts.” 


No. 3673. Standard Market Data 

Folder on Green Bay, Wis. 

The Green Bay Press-Gazette 
offers a “Standard Market Data 
Folder” on the Green Bay, Wis., 
area. Basic market and media in- 
formation are presented in accord- 
ance with suggestions of the Bu- 
reau of Advertising, ANPA, and 
the American Association of Ad- 
vertising Agencies. 


No. 3676. Analysis of Family Buy- 
ing Plans, Home Ownership. 
The American Home reports 
reader families’ home ownership, 
home buying plans, home fur- 
nishings preferences, kitchen and 
major equipment preferences, sav- 
ings and vacation habits in this 
new study. Title is “Reader-Con- 
sumer Panel Reports No. 24.” 


No. 3677. Selling to Army Com- 
missary Sales Stores. 

How to sell to army and air 
force commissary sales stores, lo- 
cations of purchasing offices, store 
regulations and customer buying 
and spending habits are told in 
this new survey, “The Army-Air 
Force Commissary Sales Stores.” 
It is offered by the Army Times & 
Air Force Times. 


No. 3678. Chain Drug Merchandis- 
ing Calendar. 

This new “Chain Drug Merchan- 
dising Calendar” shows dates on 
which to base promotional activ- 
ities in drug chains, percentages 


Note: Inquiries for items listed above 


of sales by departments, and drugs, 
sundries and toilet goods to be 
featured. It is offered by the Drug 
Editions of Chain Store Age. 


No. 3679. Study of Little Rock, 

Ark., Market. 

The number of families in the 
Little Rock, Ark., market area and 
the amounts they spend on food, 
general merchandise, drug and 
household and radio purchases are 
told in this folder, “Gigantic 
Double Value for Advertisers.” It 
is offered by the Arkansas Gazette. 


No. 3680. Effectiveness of Business 

Paper Advertising Studied. 

Readership of both advertising 
and editorial in business papers 
and their effectiveness in reach- 
ing markets and executives with 
direct and indirect buying influ- 
ence are studied in this 24-page 
booklet. Case histories, a “methods 
chart for manufacturing sales,” 
and a market breakdown of busi- 
ness and industry are also pre- 
sented. The booklet is_ titled 
“Mechanizing Your Sales with 
Business Paper Advertising’ and 
is offered by McGraw-Hill Pub- 
lishing Co. 


No. 3683. Liquor, Wine Sales in 

Schenectady Analyzed. 

Saturday liquor sales (29%) are 
tops for the week in Schenectady 
liquor stores, this new “Liquor 
and Wine Survey” indicates. Other 
data include: importance of men 
and women customers, popularity 
of bottle sizes, best selling brands, 
brands stocked. The study is of- 
fered by the Schenectady Union- 
Star. 


No. 3689. Nebraska Retail Liquor 
Dealers Listed. 

A complete list of Nebraska liq- 
uor licensees, including addresses, 
is presented in this new study of- 
fered by the Omaha World-Herald. 
Title is “1950 Nebraska Retail Liq- 
uor Dealers.” 


will not be serviced beyond Aug. 28. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE j 
200 E. Illinois St., Chicago 11, Ill. | 


Please send me the following (insert number of each item wanted 


NAME TITLE 
COMAPAIAY .2c.ccecorccvesseseseceee 
ADDRESS 

STATE. 


CITY & ZONE 
_ 


insertions and 


space over 


HELP WANTED 


ADVERTISING POSITIONS OPEN: 
Advertising mgr., Wis. mfr. $10-12,000 
Familiar with mech. production, markets. 
Copywriter; industrial agcy. $10-12,000 
Copywriter; foods, drug; agcy. $8-10,000 
Copywriter; genl. agcy. exper. $7,200 
Market research; foods $7,500 
Layout artist; fashions $5, 
Both men and women looking for oppty. 

come in or write us full work history 

Chas. M. Wood, Mgr. Adv. Dept. 

MONARCH PERSONNEL 
28 £E.d Jackson Bivd. Chicago 4, Ill. 


SALESMAN 
Industrial-minded contact man (resident) 
wanted by old-established firm publishing 
successful cooperative mail order cata- 
log, to sign up participants. Leads fur- 
nished from our own continuous advertis- 
ing. 25% commission and repeat orders as- 
sure substantial income. Unger & Co. 
131 W. 53rd St., New York 19, New York 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 

** AND** 
Writers, Publicity. Public Relations, Me- 
dia Art and Production talent. 
THE HONES COMPANY 

14E E. Jackson Blvd. Chicago 4, , Tl. 


Interested in Los Angeles? 


READ THIS IF YOU'RE A 
TOPFLIGHT COPY MAN 


Leading 4-A agency has opening for ver- 
satile, high output copy man in its Los 
Angeles office. The man we seek is no 
novice. He has arrived and can prove it 
with proof sheets on package goods, fash- 
ion and cosmetic accounts. He has the 
feel for merchandising—probably has had 
some sales experience. He’s familiar with 
TV, radio and B & W copy techniques. 
He's a self-starter—congenial—and above 
all else a hard worker. Salary to start 
$650—with no limit on the future. Full de- 
tails, please, in full confidence. 
Box 3251, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, TH. 


Advtg. Assistant 

Copy writer—Agency  OXPe...ccccccccccereeerene $4,500 
Layout Artist 

SHAY AGENCIES 

30 W. Washington St. Chicago 2, Ill. 


All around assistant to Advertising Man- 
ager of expanding Indiana manufacturer 
of housewares, radio and television and 
metal furniture. 


Requirements: Ability to write acceptable 
copy for catalogs, consumer folders, dir- 
ect mail; working knowledge all graphic 
art processes, ability to steer jobs through 
production from copy to delivery (we now 
have layout man). Also capacity to absorb 
many details, such as handling co-op cre- 
dit claims now being done by Advertising 
Manager. Age secondary to practical ex- 
perience. Location, town of under 20,000. 

Box 3252, ADVERTISING AGE 

200 E. Illinois St., Chicago ul, Ti. 


Ge i cctnthtnateteneniensd ..$4,800 
Industrial. .. Tools, etc. 
GEORGE WILLIAMS——PERSONNEL 
209 S. State St., Ha 17-2063 Chicago 4 
We offer young ad man an opportunity to 
prove himself with top national industrial 
advertiser, located near Chicago. Some in- 
dustrial advertising experience preferred. 
Ability to write sound, hard-selling copy; 
draw rough layouts; plan and follow thro- 
ugh on details a must. Write, giving full 

details, to: 
Box 3253, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. | 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and one 


000 | Agcy. 


HELP WANTED 

ADV—EDIT—ART 
Ace Agency Copywriter—Food and Drug 
¥° _— eee to $12,000 
Cepy Chief—Cons. exp.. 
Promotion Mgr.—Glamour 
Trade and COnSUMET EXD..........0000000 
Publicity Ace—Press exp. Fund raising. 
liason. Administr’n..................... 

Art Production Expert—Studio exp. rs 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
208 S. State St., Rm. 412 Ha _1-6520 


~ POSITIONS WANTED 


- only 


Advertising Age, July 17, 1959" 


BUSINESS OPPORTUNITIES 


WEEKLY AVIATION NEWSPAPER for 
sale. Established 1945, good coverage of 
aaa a field. 

Box , ADVERTISING AGE 
230 E. Tilinois St., Chicago 11, Ill. 


MISCELLANEOUS : 
FINE AGRICULTURAL ART 


Write for Folder of Stock [Illusirations 
John Andrews 1504 Dodge, Omaha, Nebr. 


orrsst CUTOUTS. Most complete service 

in U. S. Just published—Offset Scrapbook 
#7, 950 reproduction proofs of promotional 
headings, catch words and art panels, 
$3.00 postpaid. Literature free. 
A. A, ARCHBOLD, Publisher, 1209-B §. 
Lake St., Los Angeles 6. Calif. 
PUBLISHER WANTS TO BUY BUSINESS 
PAPER. Give full particulars. Informa- 
tion strictly confidential. 

Box 3244, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


EDITOR, highly creative, fluent writer, 
with vast business and consumer magazine 
experience, seeks opportunity in - ed 
community. Minimum salary: $8, 
Box 3241, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ADV. AND SALES EXECUTIVE 


6 YEARS—Acct. Exec. and copy chief 
with leading Midwestern agency. Now 
handling soft lines, hardware, feeds. 
Strong on Merchandising, sales. 


2 YEARS—Advertising, sales promotion 
Mgr. Preparing Literature; coordinat- 
ing sales, adv; planning sales; market 
research; budgets, etc. 


4 YEARS—Writing aggressive, hard hit- 
ting mail order copy. Hard lines 


B. Sc., M. Se., Business Administration 


Prefer position with med. sized agency 
as acct. exec. or progressive Mfgr. as 
exec. asst., or as sales or adv. mgr. Age, 
37; married; minimum $10,000. 


Box 3242, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING AND 
SALES PROMOTION MANAGER 
now directing half million dollar budget 
wants to relocate. Extensive experience. 
Salary important but future possibilit- 
ies paramount. 
Box 3243, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Combination Exec. plans to make a 
change in August. Sales Mgmt., Promo- 
tion. Training, Adv. & Sales Background. 
37-College-Married & seeking a _ chal- 
lenge. ... Pac. N. W or Chicagoland. Sal- 
ary open. Let’s look at the opportunity. 
Box 3245, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADMINISTRATIVE ADRENALIN 
AVAILABLE 
for advertising agency or publisher. Ex- 
perienced planning ad campaigns, m 
Create ideas, roughs, copy. Know all pub. 
operations; editing, layout. research, 
printing, sales administration. Now in 
top-level pub. spot. Minimum $800 month. 
Box 3246, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, Ill. 
NO GENIUS 
ADVERTISING MGR. (OR ASSISTANT) 
Steady, industrious. Experience with Na- 
tional Manufacturer and Chain Organiza- 
tion on Ideas, Layout, Copy, Production, 
Merchandising Promotion, House Organ 
and contact with Advertising and Public 
Relations Agencies. Some sales. 36. Col- 
lege. Will relocate. Salary about $6500 
depending on circumstances. 
Box 3248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Idoa merchandising job on layouts. Com- 
plete packaged art job if desired—lay- 
out, stylized lettering and finish art work. 
Free lance or steady position. 
Box 3249, ADVERTISING AGE 
290 E. Illinois St., Chicago 11, Ill. 


~~~ ADVERTISING PRODUCTION 
Background—tretail. food ind. Experi- 
enced—letterpress, offset, esp. point-of- 
sale. College’ educated, 28. 
Box 3250, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


185 N. Wabash Fr-2 0115 


Agency Production Manager 
To a _ steady-nerved, aggressive, level 
headed young man on the way up, who 
has handled all phases of advertising pro- 
duction; ordering type, layouts, engrav- 
.ngs for newspapers and magazines; secur- 
ing estimates of letterpress and offset 
printing and supervising department in 
absence of boss, this fully recognized, fast 
growing “8-man agency” in Southern 
Ohio offers an unusual opportunity for 
profit participation and eventual partner- 
ship. Write fully. 

Box 3254, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


DO YOU NEED A COMPETENT 
ADVERTISING MGR.? 


Your guarantee of results and ac- 
tion from this man is his unusual 
combination background, knowledge 
of all phases of advertising, plus 
industrial — consumer selling and 
salesman incentives. 

Strong on space and direct mail, 
merchandising and promotion. Has 
advertising-sales-business organiza- 
tion sense and fits smoothly into 
Fe Management and sales opera- 

on. 

Big plus in ability to handle speak- 
ing and public representation to in- 
dustry or public, as well as distribu- 
tor-dealer-salesman contact. 

Now A.M. with leading industrial 
materials manufacturer, selling basic 
industrial, manufacturing, construc- 
tion, development, gov’t, and engi- 
es py markets. Prominent recog- 
nition in present group. 

Looking for long range, mutually 
interesting and growing position in 
Chicago industrial area. Current in- 
come $10,500. Age 30. Write or 
phone today. 

Box 7659, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Adv. and/or Pub. Rel.—Trade & press 
assn. newspaper news and adv. Direct mail 
exp. Top refs. Now in $6760 ad rut. Free 
resume. P. O. Box 7170. Washington, D. C. 
MEDIA—RESEARCH 
Does your space buying operation comple- 
tly satisfy you? Accustomed to highly 
competitive food accounts—clients who 
want results from space dollars. Experi- 
ence— 5 years Research and Media in two 
4-A Agencies. Can handle detail as well as 
talk to clients. 
Box 3255, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


NEW YORK. Space Rep. int. adding a pub. 

Old-timer wants est. trade/indust. pub. 

with audited circulation. Commission. 
Box 3247, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


ART DIRECTOR — ADVERTISING MGR. 


Aggressive midwest packaging com- 
pany requires an exceptionally capa- 

le man, experienced in package de- 
sign, as Art Director and Advertising 
Manager. Write full details, includ- 
ing salary desired. Strictly confiden- 


Box 7658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PLASTIC LAMINATIONS 


Old established New York manufacturer 
wants representatives and distributors 
outside New York area to contact trade 
using 42” plywood, 4” a veneer 
and 14” gypsum plaques. rite full par- 
ticulars, past experience and connections. 
TITAN PLASTICS CORP. 
16 Hudson St., New York, N. Y. 


Alexander Film Co. 
Gives Tips on TV, 


Movie Commercials 
CoLorapo SprINnGs, July 13—A 


“| guide for getting interest and sales 


punch into advertising for theater 
screens and television has been 
compiled and published by the 
Alexander Film Co. here. 

Titled “Scenarios,” the 42-page 
booklet is designed to aid both 
vhe beginner and expert in sce- 
nario writing for short film pres- 
entations. The information was 
taken from the company’s files, 
which contain facts gathered dur- 
ing 25 years’ experience in short- 
length film production. 

One of the many tips passed on 
by the book is that nothing can 
take the place of human interest. 
Subjects pointed out as good ex- 
amples of human interest are chil- 
dren caught unawares playing with 
toys or pets, intimate glimpses of 
family life, or children imitating 
grown-ups. 


s In explaining the use of demon- 
strative action, for example, the 
book cites the use by the Alabama 
Power Co. to prove that electric 
cooking means cool kitchens, by 
showing a small girl sitting on top 
of an electric stove from which 
her mother has removed a steam- 
ing roast. 

On the subject of trick effects 
the book says, “There is absolute- 
ly no excuse for a dull film-ad 
when trick photography is at the 
beck and call of the scenarist.” It 
explains a number of trick shots 
such as one where a car appears to 
speed to the edge of a cliff, then 
stops abruptly. This is done by 
shooting the car as it ran back- 
ward from the edge, then revers- 
ing the film and under-cranking. 

Other hints in the booklet cover 
the use of dialog, novel twists in 
voice copy, still photographs, scene 
changes, animated cartoons, sound 


effects, and all phases of short-_ 


length film production. 

Copies are available free from 
the public relations department, 
Alexander Film Co., Colorado 
Springs, Colo. 


Sign to Sponsor Newscast 
Peter Paul Inc., Naugatuck, 
Conn., candy maker, will sponsor 
the Monday, Wednesday and Fri- 
day newscasts of Edward R. Mur- 
row heard from 5-5:15 p.m., on the 
Columbia Pacific Network begin- 
ning Aug. 7, and the Quaker State 
Oil Refining Corp., Oil City, Pa. 
will back the Tuesday and Thurs- 
day broadcasts. Both orders are for 
the 17 CPN stations in California, 
Arizona, Oregon and Nevada. 
Agency for Peter Paul is Maxon 
Inc., New York, and for Quaker is 
Kenyon & Eckhardt, New York. 


Hooper Promotes Two 

C. E. Hooper Inc., New York, has 
added two vice-presidents. They 
are Dorothy M. Behrens, publisher 
of audience reports for the research 
company, and Edythe F. Bull, head 
of the special surveys department. 


Hunt-Spiller Ups St. Pierre 

Hunt-Spiller Mfg. Corp., Boston, 
has appointed Harlow F-. St. Pierre, 
formerly assistant sales. man- 
ager, to the newly created position 
of manager of the industrial cast- 
ings sales division. 
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a \ fore the end of July. The Connec- 
- . ticut daily’s new plant is located 
Along the Media Path at 285 Broad St., Hartford. 
= eA new all-time record of 59 
pages of advertising is carried in 
e A 20-page section devoted to the |General Manager David Frederick, the fall and winter 1950-51 issue of 
i Goldblatt department store “dol-| consists of ten tables which can be McCall Needlework, which came 
ce lar day” (July 5) set a new Chi-|used to answer almost any occu- out July 12. The total of 128 pages 
ok cago Sun-Times record. The special | pational question about the maga- in the issue also set a new record 
= section made its appearance with|zine’s audience. for the magazine. 
- the regular editions on July 4,| Covered by the tables are the in- 

: and was the largest section from a|dustries in which the heads of e The Detroit News has started a 
TY single department store chain pub-| Harper’s households are employed, series of full-page illustrated edi- 
a- lished in the paper to date. the kinds of jobs they do and the torials on national affairs. First 

To stimulate the interest of| extent of responsibility of the jobs. page in the series emphasized the 
Goldblatt salespeople in both the/In addition, detailed executive size of the national debt, with a 
ane event and the advertising for the|}breakdowns and cross-reference background of dollar signs in 8pt 
event, the Sun-Times printed a/|tables are available. type. Tear sheets were mailed to 
special four-page wrapper pat- : cabinet officials, congressmen and 
terned after the paper’s regular|}e A mail order shopping guide the 48 state governors. 
format. called “The Shopping Corner” will 
Typical of the “ads” in the|appear monthly in the Christian 
wrapper (which accompanied 6,-| Herald, beginning with the Sep- : a hg Pew 
A} 000 copies of the 20-page section|tember issue. Ford Stewart, pub-| come 10 FRANCE—Joyce Oldham, Leland-Stanford graduate who is guest ad- |depreciation appear in the publi- 
es distributed to employes) were in-|lisher, explained that the publica-| J ising editor of Mademcisell s BL cost Pp nm app p 
. -- ; - . - 4 . ng editor o meiselle, questions Hugh McKay, executive vice-president cation’s July issue. An overwhelm- 
er sertions for “salesmen’s natty suit-|tion “has been a definite force in| of the L. H. Hartman Co., New York agency, regarding details of the forthcoming | . pew 
on ings” (a coat of medieval armor);|the mail order business for some] French National Tourist Office campaign. In the center is Norman Reader, public ing majority (91%) of th e survey 
ne a “sure-fire sales clincher” (a|time” and that the new editorial] relations director of the French tourist agency and chairman of the advertising respondents (250) believe that 
blackjack), and an “amazing corn | feature is “a means of assisting our committee of the European Travel Commission. present tax laws on depreciation 
Ze cure” (a meat cleaver). readers and thereby benefiting the should be changed to permit a 
th advertiser.” performed by today’s newspaper.|cording to plans, the feature will| manufacturer to amortize the cost 
e- e The Oskdloosa Herald cele- The 20-page section carried no ads.| follow a definite theme, covering|0f equipment in a period of time 
s- brated its 100th anniversary July|@ Since the first of the year, the such fields as gifts, gadgets, trav-|less than the 10 to 25 years now 
as 3 with a 112-page special centen-| Rapid City Daily Journal has car-| @ Several local homemakers in|el and sports equipment. Begin-| generally required. 
S, nial edition. The special edition| ried an experimental South Dako-| Salisbury, N. C., have volunteered | ning with the September issue, the 
r- was the largest issue ever pub-|ta farm and ranch supplement on/to act as demonstrators for food|magazine will run its mail ad- 
t- lished by the Iowa daily. the first Sunday of each month.| product advertisers who use the/|vertising column, “Shopping Tour,” VU-ETTE. LETTERHEADS 
After six months of testing, the| Salisbury Post. There is a nomi-|in conjunction with the new fea-|f} 4 seaurieuL COLORED FILM INSET OF 
yn e Harper’s Magazine has complet-| Paper has pronounced the experi-|nal charge for the service. ture. YOUR PRODUCT, FACTORY OR LOGO DE- 
in ed the first step in a program to|ment a success, and has decided to = sya I A ..d a a ee EXECU- 
st. revise all basic media data on the| make the supplement a permanent|@® Holiday is adding a new shop-|e The Hartford Courant, which|§ weritt to... — Te 
x- publication to conform to stand-|portion of its issue on the first] ping editorial feature called “The|claims to be America’s oldest news- Cains @ Ansectaen, tin: 
1- ard population breakdowns. Con-|Sunday of the month. Holiday Shopper,” beginning with|paper in continuous publication,|} 623 South Wabash Avenue, Chicago 5, Ill. 
th formance with Census Bureau : the July issue. Each month, ac-| will move into its new building be- 
of breakdowns was suggested by the| ® The News, Monroe, Mich., on 
ig | American Association of Advertis-|June 24 published an anniversary 
ing Agencies, American Marketing |Supplement to pay tribute to Ed- 
Association and the Association of| ward D. Ellis, pioneer Monroe edi- 
1- National Advertisers in a joint re-|tor (1825-36), to rededicate the “ b . 
ne port recently. paper to the service of the people We il boost returns with 
1a The new, streamlined Harper’s|of Monroe County, and tell some- sai 
ic occupational analysis, according to'thing of itself and of the services 
a. — : mee SELF-SEAL Csevelofes 
»p TEL LTE NEIL LITT NI TRI Tp 
h ; 4%, tae nite ‘ {ae 
a Mis 
TH 
ts] ie 
ad TH 
| How do we © 
its e : 
to do if ? 3. 
on *) 
Dy 3 
k= . Advertising agencies, publishers and printers,are.cutting their e 
ali ; photo-engraving costs in half by using our complete photo- a 
8. engraving service. oa 
- How we do it is no secret! We simply make cuts and plates bd 
. WITHOUT THE FRILLS but at no sacrifice to.quality. We have > 
id no salesman’s commissions to pay, no fancy-furnished offices, = Turn lower 
te we do.no 3-hour jobs «. . just good work done.sensibly by je A Syme Your prospect is ready to “send check or 
“ganging-up” lots of small orders. These sayings are passed: ‘ * S money order in the enclosed envelope . . .” 
ai of directly To Gus A y fetecnei He looks at the envelope: “A SELF-SEAL... 
it, Our minimum price for a zinc cut, line or halftone, mounted y / no licking required . . . that’s considerate of 
io ‘or unmounted, is only $1.95; approximately Ya the cost = them... OK!” 
charged by most engravers 4 > Every little thing counts in Direct Mail 
Prices are based on a graduated square inch basis. For ex- : = d é tg ‘ . 
-ample,.1 10°4 square inches ¢osts $1.95, 4 to Scosts $2.05, z Pass one dry and Mail Order Advertising. And it doesn’t 
k, a Over 39 square inches, charge is 0 flat 10¢ per square ic were ed I take reetey a boost in returns to justify the 
or : inch. On more complex jobs such os: Benday, outline, mor-- ; use of a 6% Self-Seal return envelope. Test 
rd <7 tises, combination, reverse, vignette, drop-out, magnesium, 7 it on your next mailing: half your usual style 
- A etc., prices are proportionately low. On complex jobs you i} ) and half SELF-SEAL. 
re usually save up to 50%. | ¢ &§ ‘ h 
te You will be amazed at the beauty of Kad hiproxt sie “ait aN ‘ 
Ay work! Our rates for this work are a \% of standard scale, dee e 
” On all but the most complicated jobs we have 24-hour service. eS Self Seal Business Envelopes 
v4 We do not charge extra for night shop work but on special ‘4 
. RUSH-RUSH jobs there is a 25% extra charge. a Sontent = ge for ——— 
mn In spite of our very low rates we make no charge for wrappin mmercial Envelopes for regular corre- 
© | fe Glebedieeine: phe: Beret Bow parities FI spondence. Ask your prinser or paper met 
States. For faster shipping methods we charge only our cost. pies, us. 
A 25c delivery charge is made on orders of $5.00 or less. On 
qualified accounts of $100.00 or over per month, credit will 
. be extended; otherwise jobs are sentcod. 
er Write for our handy price chart today. Learn how easy it is to concectimaketiebaal 
" save hundreds of dollars per year in your photo-engraving. 
f Uae te UNITED STATES ENVELOPE COMPANY 
emma G 
so “A ‘ General Offices: SPRINGFIELD 2, MASSACHUSETTS 
j 1109 S. Hill Street Lows K UTS Ca () 4 
_ : ter “ INC. DIVISIONS FROM COAST TO COAST 
1- s Angeles 15, Calif._ Ee 
mn q : : 1 1 
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General Motors Ups Uniack 
Frank A. Uniack, public rela- 
tions director for Cleveland diesel 
division of General Motors Corp., 
has been promoted to director of 
both advertising and public rela- 
tions, succeeding W. J. Ward, who 
has retired after 35 years’ service. 


Wallace to Watts, Payne 

John F. Wallace has been named 
to head the industrial advertising 
division of the Dallas office of 
Watts, Payne-Advertising, Tulsa. 
He was formerly vice-president of 
Brennan Advertising Agency, 
Houston. 


if pays to 
STANDARDIZE on 


FALPACO 


COATED DISPLAY BOARD 


for all types 
of Silk Screen Jobs 


For Car Cards, Calendars, Cutouts, 

Posters, Novelties, Window Displays, 

Point-of-Sale Displays, etc. 
Stocked in White, single coated two 
sides. In the following weights: 40— 
50—.060—80 pt. 28”x44”—grain long 
—grain short. 30” x 40”—grain long— 
grain short. 40” x 60” grain long only. 
Extra strong grade for displays that 
are to be cut-scored and folded. Stocked 
white coated two sides. 60 and 80 pt. 
Same sizes as above. 


Consult your Paper Merchant 
for Samples and Prices 


Distributed by 
Authorized Paper Merchants 
from Coast to Coast 


ap folulat 


PAPER COMPANY 


NEW YORK OFFICE ¢ 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, July 10—Depart- 
ment store sales rolled up an im- 
pressive 10% sales gain during 
the week ended July 1. 

Not all of the increase resulted 
from increased consumer buying, 
however. Because July 4 fell on 
Tuesday, many department stores 
remained open on Saturday, July 1, 
in the hope of offsetting the four- 
day weekend. 

The additional shopping day in 
many cities makes it impossible to 
assess the immediate effect of the 
Korean conflict on consumer buy- 
ing. 

Moreover, department store sales 
are not as sensitive to internation- 
al events as the stock market. 
Therefore it probably will be two 


DEPARTMENT STORE 


"1935-39 EQUALS 100 


(| Week to July 1, *50....p261 
Week to July 2, ’49......237 
Week to June 24, ’50....250 
Week to June 25, ’49....247 
Month of May, ’50...... p287 
Month of May, ’49........ 288 


-4 pPreliminary. 
"4 Figures not adjusted seasonally. 


or three weeks before effects of 
the military operations on con- 
sumer purchases, if any, show up 
in the Federal Reserve Board re- 
ports. 

On the current report, almost all 
areas of the country reported gains 
in dollar volume, as compared 
with the corresponding week last 
year. 

Cities in the Southwest did un- 
usually well and midwestern dis- 
tricts generally made strong show- 
ings. The Philadelphia district 
topped the list with a 21% sales 
rise, and New York and New Eng- 
land areas recorded buying 
strength. The Richmond district 


1950 


Today's Biggest and Best Buy 


in Northwestern Indiana 


is the 


LAFAYETTE JOURNAL and COURIER 
195% INCREASE 


LAFAYETTE RETAIL BUSINESS VOLUME 


(PERIOD 1938-48 — U. 


S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL and COURIER 


LAFAYETTE, 


INDIANA 


SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


was the weakest point in the na- 
tional picture. 

Greatest gain among the cities 
was a 23% rise in Houston. The 
gain is unusual in view of Hous- 
ton’s relatively poor year-to-year 
dollar volume comparisons in re- 
cent months. Throughout 1948 and 
early 1949, Houston piled up im- 
pressive year-to-year sales in- 
creases, but sales leveled off more 
than a year ago. 


ws Acording to Department of 
Commerce estimates, sales of serv- 
ice and limited-function whole- 
salers in May totaled $5,646,000,- 
000, compared with $5,220,000,000 
in May, 1949. This is the first 
spectacular increase in some time. 

The major portion of the gains 
in sales was reported by durable 
goods stores. Lumber and build- 
‘ng materials wholesalers increased 
sales from $372,000,000 in May, 
1949, to $482,000,000 in May, 1950. 

Gains in beer, wine and liquor 
sales accounted for the major por- 
tion of the non-durable goods sales 
rise. In May, 1949, beer, wine and 
liquor outlets had $226,000,000 in 
sales. This past May, such whole- 
salers did $346,000,000 in business. 


% Change from °49 
Week Ended 


Federal Reserve June June July 
District and City 17 24 1 

UNITED STATES 6 1 10 
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—l1 r—2 5 
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Nashville ........... 27 9 bd 

Chicago District .............. 7 2 12 

Chicago ........ o —2 8 

Indianapolis 12 5 10 

Detroit __....... 15 6 17 

Milwaukee . 10 1 8 

St. Louis District .. 9 4 2 

Little Rock ....... 12 8 7 

Louisville 9 9 1l 

St. Louis . 5 o -—3 

Memphis . ‘ 14 ll 2 

Minneapolis District .... 4 8% 13 
Minneapolis ................... 4 10 ll 

ee eee 3 4 19 

Duluth-Superior ......... 5 5 —3 

Kansas City District 7 6 9 
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Retail Sales, March to July, 1947-50 
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RETAIL BUYING IMPROVES—The heavy black line, representing 1950 department 
store sales, has moved above the 1949 line since about the middle of May and, in 
recent weeks, has approached the record 1948 dollar volume. All points shown 
on the chart are index figures and are compared to average 1935-39 dollar 
volume, which equals 100. The three buying peaks of the first half-year (Easter, 
Mother’s Day and Father’s Day) show up clearly in the chart. All data is based upon 
Federal Reserve Board reports. Since figures refer to dollar volume, not uni? 
volume, adjustments must be made for price changes. 


ee —2 3 6 
San Francisco ... 1 —l 6 
a 25 —26 3 
Salt Lake City 16 2 15 
EIT eiciesescnsvenencncnenes 7 -—2 12 

rRevised. 

*Data not available. 

Hose Manufacturers 


Bear Arms Against 
Bare- Legged Women 


PHILADELPHIA, July 11—The In- 
dependent Association of Stocking 
Manufacturers launched a cam- 
paign throughout the East on July 
7 to combat the bare-leg fad 
among women during the summer 
months. 

Although no specific sum has 
been fixed for the summer-long 
promotion, Edward Rand, execu- 
tive secretary, told ADVERTISING 
AGE that, with the joint effort of 
the association, individual man- 
ufacturers, wholesalers and re- 
tailers, the two-month experiment 
may exceed $100,000 in advertis- 
ing. 

Primary effort of the drive is 
built around the theme that “no 
woman is dressed without stock- 
ings.” 

Manufacturers and retailers will 
be asked to use that theme in all 
newspaper and magazine advertis- 
ing and in store displays. Whole- 
saler-retailer cooperative adver- 
tising will comprise the major ad- 
vertising effort, chiefly in the larg- 
er cities. 


‘Seventeen’ Has Big Issue 


Seventeen, New York, has an- 
nounced a total of 193 pages of 
advertising scheduled for its Au- 
gust issue, reportedly a new high 
for any issue of the past three 
years and a gain of 80% over Au- 
gust, 1949. The issue will carry 
77 four-color pages. 


Pan American-Grace Airways 
Launches New Campaign 


Pan American-Grace Airways, 
New York, will stress reduced 
rates on sleeper berths this sum- 
mer in Latin’ American advertis- 
ing. The company also will feature 
deluxe sleeper service that in- 
cludes cocktails in the sky and 
orchids for women passengers. 
Major emphasis during the sum- 
mer months will be placed on ads 
in 100 newspapers in South Amer- 
ica promoting.Panagra’s El Inter- 
americano express service. 

In September the airline plans 
to use newspaper space in this 
country and to direct magazine ads 
toward promotion of lower cost 
in Latin American air travel. The 
magazine campaign will appear 
in Holiday, Newsweek, The New 
Yorker and Time. J. Walter 
Thompson Co., New York, handles 
the account. 


Gamble-Skogmo Names Helgoe 


Gamble-Skogmo Inc., Minneapo- 
lis, has named B. M. Helgoe, who 
has headed the sales promotion and 
advertising departments in Wis- 
consin and Colorado, to the newly 
created position of regional direc- 
tor. He will continue his former 
duties. 


WOOD Appoints Frank Sisson 


Frank Sisson, announcer, has 
been named program director of 
WOOD, Grand Rapids, Mich. He 
has been with the station since 
1946. 


DVERTISING 
; on LOW 


| 


Adverti 


James 


More 
vertisin; 
quate p! 

The a 
ious. We 
made o\ 
vertiser: 
ries we 
Wax, a 
Doe goe 
one kinc 
up is he 
he rush 
paint is 

Sever: 
compan} 
powder 
what the 
name. T 
the com} 
for a gr 
attorney 
a newsp 
five mid 


a Seven 
$60,000 | 
disaster 
pany in 
years be 
powder 
name ar 
no out fi 
dent bu’ 
with an 
He quit. 
Your r 
and trac 
to prote 
tant pr 
Most in 
product 
Severa 
manufac 
siderable 
ly wealt 
sick-roor 
claims f 
the adv 
in large 
elated. 


s Then 
gan to < 
then pou 
the appli 
and dem. 
money; o 
ed to su 
of bodily; 
device. T 
complete 
vertising 
sort of t 
vertising 
guess. A 
I'd say. 
The p 
the produ 
It should 
most deci 
it should 
ble of p 
In some 
trial by 


Te ee ea Oe ee Ng 


; sseataee ies at 
a 
— |_ | 
a 
—— ee 
| | 
ALES INDEX — | i : ee 
" ; 
ee | Po 
| | 
' 
all _ 
ee | 
Sora } hat | ONE 
|,now f r nmi j—_ 
1750" unser accouNTs 
— ee 
a ee ee oe a 
— 
ae 7 Companies 
ncaa Electric . _ 
pe Adv. program 2 = 
- Collier = 
Scien: > 
| eee 


Advertising Age, July 17, 1950 


James D. Woolf Talks... 
Salesense in 


Bales 


‘ 


Advertising 


Registered 


James D. 


the small 
neophyte 


successes. 


More than one venture in ad- 
vertising failed because of inade- 
quate preparatory work. 

The advertising fever is contag- 
ious. We hear about fortunes being 
made overnight by courageous ad- 
vertisers. Heady stuff are the sto- 
ries we hear about Toni, and Glass 
Wax, and now Car-Plate. John 
Doe goes into a new enterprise of 
one kind or another, and so hopped 
up is he about getting rolling that 
he rushes into print before the 
paint is dry on his front door. 

Several years ago, a small Ohio 
company perfected a new washing 
powder and christened it with 
what they thought was an original 
name. The impetuous president of 
the company, too impatient to wait 
for a green light from his patent 
attorneys, busted into print with 
a newspaper campaign in four or 
five midwestern cities. 


a Seven or eight weeks later, after 
$60,000 had been spent for space, 
disaster struck. An obscure com-~- 
pany in California had for five 
years been marketing a washing 
powder under precisely the same 
name and trademark. There was 
no out for the eager-beaver presi- 
dent but to start all over again 
with a new trade name, or to quit. 
He quit. 

Your right to a given trade name 
and trademark, and your ability 
to protect it, is only one impor- 
tant preliminary consideration. 
Most important of all—is your 
product RIGHT? 

Several years ago a midwestern 
manufacturer spent a very con- 
siderable portion of all his world- 
ly wealth advertising a certain 
sick-room appliance. The copy 
claims for it were alluring, and 
the advertising sold the device 
in large numbers; everybody was 
elated. 


s Then consumer complaints be- 
gan to dribble in, then rain in, 
then pour in. Purchasers dumped 
the appliances back on the dealer 
and demanded the return of their 
money; other purchasers threaten- 
ed to sue the advertiser because 
of bodily injuries caused by the 
device. The enterprise was a very 
complete failure—but not an ad- 
vertising failure. How often this 
sort of thing happens in the ad- 
vertising business is anybody’s 
guess. A fearful number of times, 
I'd say. 

The preliminary trying-out of 
the product cannot be too thorough. 
It should be subjected not only. to 
most decisive laboratory tests, but 
it should also be put to the cruci- 
ble of practical everyday usage. 
In some instances only months of 
trial by consumers will tell the 


MEMO TO 

ADVERTISERS 

IN THE ---- & - 

GNCINNATI JAMES D. WOOLF 
AREA is pur consultant on 


copy and plans. Let 
him help, through us, 
to put Salesense into 
your advertising. 


The ROWE & WYMAN Company 


'04 WEST FOURTH STREET > 


CINCINNATI 2, OHIO 


former vice-president 
Thompson Company, 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 


Woolf, famed copywriter and 
of J. Walter 
is writing this 


business man who may be a 
at advertising, AA readers will 


find instruction and entertainment in the 
discussions and sidelights on advertising 


story. Note that S. C. Johnson & 
Son tried well over 1,000 formulas 
in its development of Car-Plate, 
and that the product was tried out 
in two cities before it was marketed 
nationally. 


suppose, new advertisers, suddenly 
faced with greatly increased busi- 
ness, find themselyes unable to 
keep up with orders. 

I know of one manufacturer who 
failed to inquire sufficiently into 
his factory facilities and raw ma- 
terial supply, and into the shipping 
situation, before undertaking an 
ambitious advertising program. His 
advertising, unexpectedly result- 
ful, literally swamped him with 
orders he could not fill. His dealers 
complained with increasing ve- 
hemence and some bad feeling was 
created, and he was finally com- 
pelled to cancel the major part of 
his advertising schedule. 

Adequate machinery for han- 
dling inquiries is another matter 
that should be attended to before 
advertising starts. The maker of a 
certain toothpaste was caught in 
a jam because of his failure to 
provide for inquiries. In his adver- 
tising he offered to send the inter- 
ested reader a small trial sample 
tube, and to supply the expected 
demand he had a modest supply 
made up. But his ads pulled ter- 
rifically. 

Rather than send the sample- 
seekers nothing at all, he answered 
each inquiry with a full-sized 50¢ 
tube. Inasmuch as his inquiries ran 
into the thousands, his experience 
was expensive. 


# This sort of thing is not unusual. 
Many an advertiser has seen hun- 
dreds of inquiries pour into his of- 
fice—and the new catalog he ad- 
vertised not yet off the press! 

Dealer point of sale material is 
equally important. If the adver- 
tising plan is to include window 
trims, store hangers, counter cards, 
this auxiliary material should be 
in the dealer’s hands on or before 
the day the advertising breaks. 

Getting ready for advertising 
also. concerns the matter of get- 
ting ready financially. There is 
usually a long pull ahead before 
advertising begins to pay cash re- 
turns, and the advertiser finds 
himself in an endurance test, his 
income pulling in one direction, 
the publisher’s bills in another. 
Generally speaking, it is my ob- 
servation that most new adver- 
tisers are overly optimistic. 

The new entrepreneur by hard 
stinting gathers together $5,000 or 
maybe $10,000, and buys some ad- 
vertising in the expectation that 
his profits from his initial invest- 
ment will pay for his next year’s 
campaign. But often it doesn’t 
work out that way. His first year’s 
advertising has been reasonably 


the red. The advertising graveyard 
is full of such corpses as his. 


= Too much confidence in the mag- 
ic powers of advertising plus er- 
roneous ideas about financing it— 
here is a fine recipe for advertis- 
ing failure. There is perhaps no 
more vital first consideration in 
getting ready for advertising. 


Of first-rate importance is the 


« More frequently than one might | jj, 


resultful, but he is still a little in| . 


advertiser’s entire organization, 
especially the selling staff. Adver- 
tising is at its best when it has 
the intelligent support of the men 
who carry its message to the dealer. 
Along with the salesmen, the en- 
tire internal organization ought to 
be geared up to the advertising 
job and the standards of quality 
and service it sets. 

A product of high quality (the 
Hershey chocolate bar, for exam- 
ple) can succeed without adver- 
tising. But no product of low qual- 
ity can succeed permanently with 
advertising. Don’t advertise—un- 
less you have something really 
worth talking about. 


Sales Executives Elect 


L. A. Blust Jr., general sales 
manager of Station KTUL, has 
been elected president of the Tul- 
sa Sales Executives Club. Other of- 
ficers are: W. H. Teegarden, Gulf 
Oil Co., 1st vice-president; H. H. 
Patterson, Mid-Continent Petro- 
um Corp., 2nd vice-president; C. 
B. Hale, Brown & Biglow, secre- 
tary, and Glen R. Ames, Phillips 
Petroleum Corp., treasurer. 


GE Advances Busey, 
O’Brien and Pritchard 

John L. Busey, formerly presi- 
dent and a director of General 
Electric Supply Corp., has been 
named a vice-president of the Gen- 
eral Electric Co., Schenectady, and 
placed in charge of marketing 
policy, a newly created position. 
William V. O’Brien, formerly gen- 
eral sales manager of GE’s appara- 
tus department, has been appointed 
a commercial vice-president and 
assistant manager of marketing 


icy. 

Charles R. Pritchard, formerly 
manager of marketing of the GE 
appliance and merchandise depart- 
ment, has been named to succeed 
Mr. Busey as president and a di- 
rector of General Electric Supply 
Corp. Mr. Busey and Mr. O’Brien 
will make their headquarters in 
New York and Mr. Pritchard in 
Bridgeport. 


Weaver Promotes New Coal 

F. P. Weaver Coal Co., Toronto, 
has launched a newspaper cam- 
paign for Cascade anthracite, a 
new coal mined in the Canadian 
Rockies. William R. Orr Ltd, 
Toronto, is the agency. 
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Gross Names Baumgartner 

Ed Baumgartner, formerly art 
director of Ruthrauff & Ryan, has 
been appointed art director of H. 
M. Gross Co., Chicago agency. He 
succeeds Claude Taylor Jr., who 
has resigned as vice-president and 
art director. 


Vern Cary Named V. P. 

Vern Cary, manager of the Spo- 
kane office of Pacific National Ad- 
vertising Agency, has been elected 
a vice-president of the agency. 


JAMES D. WOOLF 
7) 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


- The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


around here!) 


We missed one month 
out of twelve in 


Retail Advertising 


GAINS 


| ae we hate ourselves for doing it, but the fact 
. remains that just one month spoiled a perfect twelve-month 
: record in retail linage gains. It wasn’t that we weren’t trying 
. .. the weather last January was just too much for us. How- 
ever, from now on we promise to do better . . . (easy enough, 


because you just ought to SEE Post-Intelligencer acceptance 


Ue Seattle 
Post-Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Do you know how much 


SAN DIEGO 


eats? 
Data from 1950 S. M. Survey of Buying Power | 


Retail Food Store Sales in thousands of dollars 


Dallas, Texas . . . $110,657 — Toledo, Ohio . . . $ 79,933 


Rochester,N.Y.. . 92,923 Kansas City, Mo. . 120,915 
Cincinnati, Ohio. . 118,870 Providence, R. 1. . 73,603 
Atlanta, Go. . . . 81,635 —St. Paul, Minn. . . 105,892 


SAN DIEGO, California...$110,279 


Yes, in food sales, San Diego is 
bigger than you think...and the one, 
, dominant food advertising “buy” is 


the San Diego Union and Evening Ask the 
Tribune, provable by Media Rec- West-Holliday 
ords and S.R.D.S. figures. man 


San Diego will pay off on 
your food advertising 
budget! 


UNION and EVENING TRIBUNE 


Morning, Evening and Sunday ap 
in California's New Major Market 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York + Detroit + Chicago Denvers Seattle» Portlands San Francisco*Los Angeles 


TO CASH IN ON AKRON’S 


: on das Gia 6 a lean a 
[AND THE EXCLUSIVE FAMILY COVERAGE OF THE — 


— BEACON JOURNAL “ 


Akron Buyers READ LOCAL, THINK LOCAL and BUY LOCAL. 
To secure your share of sales in this rich market place your 
messages in the ONLY newspoper that influences local Akron 


buying. 


avron BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 
Represented Nationally by: Story, Brooks & Finley 


honest. 
Let’s be human beings 


advertisement at all? 


cay best?” 


the teeth.” 


The Creative Wan’ Corner 


This pimply-faced relative of the publisher (see Voice of 
the Advertiser for May 29) likes nothing better than to come 
across an ad—or, better still, several ads—he can praise 
to the skies. But, while he is looking for it—or them—he 
invariably is confronted by something like this current Col- 
gate toothpaste masterpiece. And, invariably, he wonders 
why the Better Business Bureau, the Four A’s, the ANA and 
the Federal Trade Commission pass such advertising as 


about this Colgate ad, and 


WOW! ‘esis Publishedin FS? There to 
Authoritative Dental Literature Show that = ot one word 
Brushing Teeth Right After Eating with  ‘” ** ‘hat felis 


COLGATE DENTAL CREAM 
STOPS TOOTH DECAY BEST 


Better Than Any Other Yay | No Other Toothpaste or Powder tal Cream as 

of Preventing Tooth Decay According AMMONIATED OR NOT a product sin- 
toPublished Reports! =| Offers Proof of Such Results! gularly cap- 

t able of pre- 

venting tooth 


“THE COLGATE WAY STOPS TOOTH DECAY BEST! 


The headline states that “Tests published in authoritative 
dental literature show that brushing teeth right after eating 
with COLGATE DENTAL CREAM STOPS TOOTH DECAY 
BEST.” Why the lower case type on “brushing teeth right 
after eating” and the caps on “COLGATE DENTAL CREAM 
STOPS TOOTH DECAY BEST,” if not to deceive through 
shift of emphasis? Why the statement, 
other way (sic) of preventing tooth decay according to pub- 
lished reports?” Why “The Colgate way (sic) stops tooth de- 


All through the copy reference is made to “the Colgate 
way”—yet, evidently, what the tests showed was that brush- 
ing the teeth right after eating did the job. The fact that 
Colgate dental cream may have been used in the tests is 
incidental to the main fact of brushing the teeth right after 
eating. The teeth might have been cleansed with salt or 
baking soda or just a moist brush. Yet the advice is given, 
“Start your family on Colgate dental cream today.” Not 
“Start your family brushing their teeth right after eating’— 
or even “Start your family on the Colgate way of brushing 


The Corner may be accused of being over-critical, but it 
can never be accused of being so indirect as some of the ad- 
vertising it criticizes. This Colgate ad can have only one in- 
tent—to mislead the public, however harmlessly, into be- 
lieving that Colgate dental cream and Colgate dental cream 
alone has qualities that act to prevent tooth decay. Is there 
anyone in the advertising business so naive as to believe 
otherwise? And is this practice good for advertising? 


not advertising 


but the obvi- 
ous intent is 
to deceive. 
Obviously the 
intent is to sell 
Colgate Den- 


decay — else 
why say what 
is said in the 
manner in 
which it has 
been said? 
Why run the 


“Better than any 


Simmons-Boardman 
Changes Rate Basis 
of 4 Railway Papers 


New York, July 12—Simmons- 
Boardman Publishing Corp. has 
increased the advertising rates of 
its four railway publications. 

The basic page rate for Railway 
Age has been increased from $340 
to $365; for Railway Enigneering 
& Maintenance from $300 to $310; 
for Railway Mechanical & Electri- 
cal Engineer from $280 to $310, and 
Railway Signaling & Communica- 
tions from $250 to $275. Adverti- 
sers will be protected at the pres- 
ent rates until Jan. 1, 1951, or until 
the end of their current contract 
year, whichever is longer. 

In addition, the new rate card 
for the first time allows the adver- 
tisers to use two or more publica- 
tions in counting their total num- 
ber of insertions or pages used 
within one year, to determine their 
annual rates in each publication. 
This is subject to specifications in 
the rate card. Also, advertisers in 
these publications using fractional 
space can figure their rates on 
number of insertions used. 

The page size of these four Sim- 
mons-Boardman publications has 
been increased to 9x12”. 


John H. Conner Gets 
Ad Council Praise 


John H. Conner, 17, newsboy 
from Rochester, N. Y., received 
the praise and thanks of the Ad- 
vertising Council, New York, June 
30, for his interest in distributing 
100 copies of the booklet, “The 
Miracle of America.’ Charles E. 
Wilson, president of the General 
Electric Co. and chairman of the 
council’s industries advisory com- 
mittee, presented the millionth 
copy of the booklet to Mr. Conner 
as an autographed copy. 

The Council treated Conner to a 
three-day sightseeing trip of New 
a It was his first visit to the 
city. 


Transters Pat Ballentine 


Pat Ballentine, account execu- 
tive with Stewart-Bowman-Mac- 
pherson, Vancouver office, has 
been transferred to the Toronto 
office in the same capacity. 


Waters Joins ‘Cosmopolitan’ 


Cosmopolitan, New York, has 
appointed Sanford Waters, former- 
ly with Batten, Barton, Durstine & 
Osborn, as a member of the east- 
ern sales staff 


‘Redbook’ Adds Franklin 

Redbook, New York, has ap- 
pointed Allan Franklin, formerly 
with the New York Sun, as a mem- 
ber of the eastern sales staff. 
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Windsor Adclub Elecis 


Roland E. Doughty, sales mag 
ager of International Playing C 
Co., has been elected president ¢ 
the Advertising and Sales Club g 
Windsor. Other officers are: 
vice-president, E. T. Gater, adv 
tising manager of Sterling Prog 
ucts Ltd.; 2nd vice-president, C. ¥ 
Woolcox, manager of retail sto 
for Peerless Countryside Dairi 
Ltd.; 3rd vice-president, W. M 
Hunter, advertising manager 
Windsor Daily Star, and secretary™ 
treasurer, R. M. McKiggan, mo 
gage investments manager, of M 
tual Life of Canada. 


Hamilton Adwomen Elect 


The Women’s Advertising Cl 
of Hamilton, Ont., has elected § 
Pearl Clark, of Tussell T. Kelle 
Ltd., president. Alma Mills, @ 
Wells Academy, has been name 
vice-president. Audrey Moore, In 
ternational Silver Co. of Canadg 
and Audrey Grigg, American Pg¢ 
tash Institute, have been elected 
recording secretary and corre 
ponding secretary, respectively 
Kay Moffat, Embree Industri¢ 
Ltd., has been named treasurer. 


f | Wind 4 
alu? 


_ THE SOUTH’S 


HOME MAGAZINE | 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH.. 


TAKING YOUR 
ADVERTISING MESSAGE T 


900,000 


above-average 
Southern homes 


7 

4 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE ‘7 10 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
- HOLLAND'S! 


THE MAGAZINE OF THE SOU!” 
DALLAS, TEXAS 

Offices in Chicago, Now York, Atlonte, Nesheille + 
Simp on-Reilly, Ltd., on the West Coost 
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950 Food Sales 
igures Favor 
independents 


(Continued from Page 1) 

d (2) they bettered store oper- 
ing methods, including a shift to 
hodern self-service “superettes.” 
More than half of independent 
ore sales are now going to “af- 
Muiliated” grocers—independent 
orekeepers who have voluntarily 
anded together with wholesalers 
pr greater economy and effi- 
jiency, the analysis notes. “By 
ow over half of the business of 
he independents is done by self- 
ervice groceries, which number 
Mpniy one-fifth of all stores (data 
Eby Progressive Grocer). Indepen- 
Hent superettes are medium-size 
bupermarkets with most of the 
pdvantages of the very large 
store.” 


m= Between 1935 and 1939, the 
board says, “the chains’ share of 
grocery sales declined in the five 
states where their proportion had 
been highest. Typical drops were 
from 47% to 43% in Rhode Is- 
and, from 48% to 45% in Massa- 
husetts, from 45%to 43% in Ill- 
inois. 
“Compensating gains in less 
fensely populated states, where 
he chains’ share had been low, 
served to maintain the chains’ 
over-all United States average 
share. Among the largest relative 
gains were those from 16% to 25% 
in Montana, and 29% in Nevada.” 
In short, the analysis points out, 
the trend over the past two dec- 
ades has not run simply from the 
independents to the chains. “It has 
been a trend toward larger scale 
food merchandising, whether per- 
formed by chains or indepen- 
dents.” 


= Dollar volume per chain store, 
at the latest count, the board finds, 
‘ran about five times the 1939 fig- 
re, and physical volume has been 
ore than doubled.” 

The number of food chain 
Btores has dropped some 13% since 
1946, 33% since 1939, and almost 
pne-half since 1935.” 

There were 6% fewer indepen- 
fent grocery and combination 
stores in 1949 than there were 10 
years before, the survey found. 
Their dollar volume, however, 
‘averaged about three times as 
arge, and the physical volume per 
store averaged about 50% higher 
han in 1939, after correcting for 
igher prices. In the last two or 
hree years, however, the number 
of independent food stores has not 
hanged very much.” 


A&P, the largest food chain, has 
ut the number of its stores most 
drastically (70% since 1929) and 
has boosted dollar sales per store 
more than nine times. In total, its 
retail business in this 24-year 
period has grown two-thirds as 
fast as that of total grocery chains, 
Including those established at that 
time and formed since. 

Nevertheless, the analysis points 
out, “the share of total chain busi- 
mess done by the big three nation- 
al chains—A&P, Safeway, and Kro- 
ser—declined from 54% in 1939 to 
51% in 1948. Meanwhile, the share 
of eight smaller regional chains 
tose from 15.8% to 18.5% in those 
Rine years.” 


Virginia Kelly to Ming Tea 


Ming Tea Corp. has named Vir- 
Kelly, formerly executive 
Secretary of Tea Bureau, and pre- 
Viously with NBC and Foote, Cone 
& Belding, as executive secretary 
of Mingfair House, recently estab- 
lished New York headquarters for 
the promotion of Ming Treasure 
Teas of The World. 


OUTDOOR SESSION—Snapped at the summer meeting of the National Assn. of 

Magazine Publishers in Rye, N. Y., are (left to right) Graham Patterson, Farm 

Journal; Arch Crawford, president of NAMP; and John B. Gordon, Progressive 
Farmer. 


Census Report 
Shows Shifts in 
City Population 


WASHINGTON, July 13—Reports 
from the 1950 Population Census, 
which became available here this 
week, indicated that Pittsburgh 
has been pushed out of the list of 
the nation’s top ten cities, and that 
Houston may have displaced New 
Orleans as the largest city of the 
South. ’ 

Among the top ten, Philadel- 
phia is still unreported, though it 
is believed here that the final fig- 
ures will show that the Quaker 
City managed to fight off Los An- 
geles’ bid for third place. 

At present the lineup appears to 
be: New York and Chicago, un- 
disturbed as first and second; Phi- 
ladelphia, still third; Los Angeles, 
with a 29.9% increase, displaces 
Detroit from fourth place, and De- 
troit drops to fifth. 


s Baltimore has moved from sev- 
enth to sixth, and Cleveland drop- 
ped to seventh. St. Louis remains 
eight. Washington, formerly elev- 
enth, steps over Boston and Pitts- 
burgh, to take ninth place. Boston 
drops to tenth; San Francisco, 
which was twelfth, becomes elev- 
enth, and Pittsburgh, twelfth. 
Preliminary census results fix 
the population of the six New Eng- 
land states at 9,305,767, an in- 
crease of 10.3% over 1940. 
RETURNS BY STATES: 


1950 1940 
Connecticut 1,994,818 1,709,242 
Maine 907,205 847,226 
Massachusetts 4,711,753 4,316,721 
New Hampshire 529,881 491,524 
Rhode Island 786,324 713,346 
Vermont 375,786 359,231 


Dairy Group Signs Whiteman 

Milk producing groups in 11 
cities have signed to sponsor the 
first half hour of the Paul White- 
man “TV Teen Club” over Ameri- 
can Broadcasting Co. video stations 
beginning in late August. The 
show (Fridays, 7-7:30 p.m., CDT) 
eventually may be aired in 20 
markets. Although the contract 
was signed through American 
Dairy Association and Campbell- 
Mithun, Chicago, funds will come 
direct from milk producer groups 
in the respective markets. 


Radio Sales Network to Meet 

Over 100 station managers and 
directors are expected to attend 
the national convention of Radio 
Sales Network at Hotel Texas, 
Fort Worth, July 29-30. A two day 
panel discussion on the functions 
and operations of RSN will high- 
light the meeting. 


Station WGIG Joins ABC 

WGIG, Brunswick, Ga., will af- 
filiate with American Broadcast- 
ing Co. on Aug. 1. Robert O. Mor- 
an is general manager of the 1,000- 
watt station. 


5 Makes of TV Sets 
Dominate in Homes 
Surveyed by Starch 


New York, July 13—Although 
the television set business is a rel- 
atively new one, five manufac- 
turers already have established 
themselves as leaders in four key 
video markets, according to Dan- 
iel Starch & Staff. 

Starch reports that Radio Corp. 
of America, Admiral Corp., Philco 
Corp., Emerson Radio & Phono- 
graph Corp. and Allen B. DuMont 
Laboratories have accounted for 
60% of the sales in the homes 
covered in their recent surveys on 
commercial effectiveness. 

Covered in these continuing 
studies were 2,000 set owners in 
New York, Chicago, Philadelphia 
and Boston. Half of the sample 
was in New York. 


se Fifteen per cent of the sets in- 
stalled were sold by five other 
manufacturers, according to the 
researcher. They are: Motorola 
Inc., General Electric Co., Zenith 
Radio Corp., Crosley Division of 
Avco Mfg. Corp. and Stromberg- 
Carlson Co. Approximately 60 
other set makers are represented 
in the remaining 25%. 

RCA was an easy first place 
among Starch families, more than 
20% of whom had one of its 
receivers. 


JOHN M. REILLY 

Lynn, Mass., July 12—John M. 
Reilly, 43, president of J. M. Reil- 
ly Co. Inc., Boston agency, died 
here July 10 at Union Hospital, 
after a brief illness. He organized 
the agency bearing his name in 
1937. 


‘N. Y. News’ Raises Rates 


The New York News has issued 
new rate cards, effective Oct. 1, 
that increase general advertising 
rates about 5%, with proportion- 
ate increases in other classifica- 
tions. This is the first rate increase 
by the News since September, ’48. 
New full-run, daily base rate, one 
time, is $2.83 per agate line. 


Hillman Names Forsberg 


Franklin S. Forsberg, former 
president and publisher of Liberty 
and general manager of Mademoi- 
selle and Charm, has been named 
assistant to the president and vice- 
president and director of Hillman 
Periodicals Inc., New York. During 
the war he was commanding of- 
ficer of Yank and Stars & Stripes. 


Quaker Oats Signs TV Show 


Quaker Oats Co., Chicago, has 
signed the half-hour (5-5:30 p.m. 
EST) period on Sundays, over 43 
interconnected stations on the NBC 
video web plus Station KNBH, 
Los Angeles. The company will 
sponsor telecasts of the “Ameri- 
cana” show, which played under 
the Firestone banner last year. 


The Eye and Ear Department 


news, radio still had it over TV. 


be arranged. 


cold in death. 


Not so long ago, the savant who operates in this circum- 
scribed space gave out with the opinion that, in the realm of 


Maybe he was a little previous in that opinion. Certainly con- 
tinued viewing of the “Camel News Caravan” (NBC-TV) leaves 
one with the feeling that the TV boys have done an excellent 
job of combining a newsreel with up-to-the minute reporting. 
John Cameron Swayze is the commentator and while he is neither 
a Lowell Thomas for delivery nor an Arthur Godfrey for TV 
ease, he combines a seriousness of mien with a generally friend- 
ly attitude. The “Camel News Caravan” gives the impression 
of being thorough, authentic and as close to the deadline as can 


The presentation shifts between newsreel shots and close- 
ups of Swayze reading late news reports. There is also a shift 
to Washington, for the day’s happenings in-the capital. Gen- 
erally some big shot there has been interviewed during the day 
and his comments and personality put on film. When Giulliano, 
the Sicilian bandit, was shot, radio had it the Friday it happened. 
The “Camel News Caravan” didn’t have it till the following 
Monday. But what it lacked in immediacy, it made up for in 
visual proof. Giulliano—or his body—was shown stretched out, 


Instead of two long commercials, Camel peppers its “News 
Caravan” with a number of short commercials—which, to this 
reviewer at least, left a deeper impact, was more in the spirit of 
the news commentary itself, and did not irritate. In this re- 
viewer’s opinion, the “Camel News Caravan” is an expert TV 
adaptation of radio news coverage. 


Edsall Finds Latin American Readers 
Pay Relatively High Attention to Ads 


Boston, July 12—Latin Ameri- 
cans read ads more than people in 
the U. S., according to a new re- 
search study of advertising tech- 
niques in Latin American media 
conducted by Richard L. Edsall, 
research director of James Thomas 
Chirurg Co. 

In cooperation with the Reader’s 
Digest International Editions or- 
ganization, Mr. Edsall analyzed 
readership ratings of advertise- 
ments in Spanish and Portuguese 
editions over a four-year period 
and found out which advertising 
techniques were best for securing 
attention and readership among 
Latin Americans. 


= Some of the highlights devel- 
oped by the study include the fol- 
lowing: 

In one and two-color pages, with 
and without bleed, average 
“noting” in Latin America is much 
the same as in the U. S., but aver- 
age “reading most” is much higher 
in Latin America. 

In four-color pages, “noting” 
tends to be distinctly higher than 
in the U. S., as well as “reading 
most.” 

Considering the added cost of a 
second color and of bleed, however, 
they do not pay off directly in ex- 
tra attention in Latin America any 
more than they do in the U. S., al- 
though they may be essential for 
product identification or for ade- 
quate space or visual impression. 
But four-color advertising, even 
on a cost basis, the report finds, 
“very distinctly does pay off in 
Latin America in extra attention, 
even more than it does in most U. 
S. publications.” 


ws For b&w pages, in seven issues 
studied, with typical readership 
scores, men averaged 17% “read 
some” and 11% “read most” for 
all regular b&w pages; 14% and 
9% for such pages on business 
products and services; and 15% 
and 11% for such ads of industria 
and commercial nature. ° 

The survey found that the ad- 
vertiser with a business message 
in Latin America has as good a 


chance to win high readership as} p 


the advertiser of consumer goods. 

Headlines, it was found, work 
best among men when merely in- 
dicating what the product is, or 
stating a specific product feature, 
or making a news announcement; 


and among women when stating 
a benefit the user gets from the 
product, rather than a feature of 
the product itself. 

Body copy length seemingly has 
no effect on men’s readership, but 
short copy is likely to be better 
read by women. 


# Illustrations of a product being 
used by people are the best type 
for men, and are good among 
women, too, the report says, but 
women also respond to pictures of 
people apart from the product and 
also to pictures of food ready to be 
eaten, etc. 

Photographs seem to get some- 
what better results than drawings 
among both sexes, the survey 
found. 

Conventional layouts, with dom- 
inant picture, then headline, then 
copy, are mostly likely to succeed, 
it was found. 

Printed copies of the complete 
study are available without charge 
to interested sales, advertising or 
business executives from the re- 
search department, James Thomas 
Chirurg Co., 414 Park Square 
Bldg., Boston 16. 


Francisco Heads Committee 
for AFA Essay Contests 


Advertising Federation of 
America, New York, has named 
Don Francisco, vice-president of 
J. Walter Thompson Co., as gen- 
eral chairman of the managing 
committee for its national essay 
contest for high school students 
during 1950-51. 

Serving on Mr. Francisco’s com- 
mittee are: Donald M. Hobart, di- 
rector of research, Curtis Publish- 
ing Co.; Justice Charles E. Murphy, 
Supreme Court of the State of 
New York, and John W. Stude- 
baker, vice-president, Scholastic 
Magazines. 


Mutual Gets ‘Sky King’ 


Derby Foods, a subsidiary of 
Swift & Co., Chicago, will move 
“Sky King,” currently an ABC at- 
traction, to Mutual, starting Sept. 
12. Time for the program—Tues- 
days and Thursdays from 5:30 to 
5:55 p. m., EDT—was bought 
through Needham, Louis & Bror- 

y. 


WCBS-TV Names Barrett 


Morton A. Barrett, formerly a 
buyer in the purchasing depart- 
ment, has been named service 
manager of WCBS-TV, New York. 
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Joins Walther-Boland 


Walter M. Boland, formerly 
western regional manager of the 
electronics department of General 
Electric Co., has joined Walther- 
Boland Associates, San Francisco, 
as a partner. He is the brother of 
Barry W. Boland, who, with Gene 
Walther, founded the agency in 
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CLIPPINGS 


Appoints Joseph Adams 

Joseph T.-Adams has been trans- 
ferred to the Democrat Chronicle, 
Rochester, N. Y., as business man- 
ager. He has been serving as man- 
aging editor of the Rochester 
Times-Union for the past nine 
years. 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church St., 
BA 7-5371 New York 7 


S| 38% City Limits 

| Population Gain! 

| 

iB 

| Official preliminary 1950 U.S. 
Census figures show Raleigh 

{ jumped 38%, to 65,000 plus, since 
1940, Conservative estimate puts 

) another 10,000 on the fringe of 

' the corporate limits. Raleigh leads 


RALEIGH 


NORTH. 
CAROLINA 


re Al 
"> all major N. C. cities in Per Capita 
: Inc. ($1506) and Per Family Inc. 


‘ we a ee Big T 
ws . 


Big Third of 
elt of ee 


North Carolina 
< 


© Rich, 33 county area accounts for 
) 30% of state's Retail Sales and 
Buying Income . . . 58% of Farm 
Income*. World's Greatest tobac- 


co growing and marketin | noe. 
*(SM Survey, 5/10/ 


“ One newspaper coverage a this 
xy BIG MARKET with the Raleigh 
my News and Observer... 


110,068 Morning 
113,643 Sunday 


Roe (ABC, 3 mos. - 
Age | The ONLY Morning and Sunday 
newspaper published in the 


"Golden Belt of the South" 


News and Observer | 
MORNING & SUNDAY | 
Raleigh, North Carolina 


RUN of PAPER 


FULL COLO 


now available in 


BUFFALO 


DAILY...Black and 1, 2 or 3 addi- 
tional colors. 


SUNDAY...Black and one color. 
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National Nielsen-Ratings of Top Radio Shows 


Week of June 4-10, 1950 
All figures copyright by A. C. Nielsen Co. 
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Lakewood to Miner Agency — 


Dan B. Miner Co., Los Ange 
has been named to handle ad 
tising and promotion for Le 
wood Park Inc., Los Angeles, 
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Videodex Network TV Ratings 


June 1-7, 1950 
Caines by Jay & Graham Research Inc. 


Homes Homes 
(%) (000) 
1. Texaco Star Theater 
(NBC, 16 cities) ....... 57.4 2,633.5 
2. Toast of the Town 
(CBS, Lincoln-Mercury, 
f ee arerere 44.6 2,024.6 
3. Talent Scouts (CBS, 
Lipton’s tea, 11 cities) ..44.6 1,664.5 
4. Godfrey & Friends (CBS, 
Chesterfields, 17 cities) ..38.7 1,800.3 
5. Jack Carter Show (NBC, 
DEED . cvccettedeones 35.9 1,271.2 


Homes Homes 
(%) (000) 
6. Ford Theater (CBS, 
, 7 ane eone saee*** 1,161.6 
A ileo Playhouse 
> Preyer 1,596.5 
Fireside Theater (NBC, 
Procter & Gamble, 13 
GE wos 084069 (0000 33.0 1,286.4 
9. Martin Kane (NBC, U. S. 
Tobacco, 16 cities) ...... 30.5 1,396.8 
10. Step the Music (ABC, Admiral- 
Old Gold, 16 cities) ....30.2 1,368.6 


Pulse Inc. Radio Ratings 


May 1-7, June 1-7, 1950 
Boston, Chicago, Cincinnati, Los Angeles, New York, Philadelphia, 
Richmond, San Francisco, St. Louis, Washington 


Top Ten Evening Shows 


Lew Vhester (CBB) .ncccccccccsccees 15.9 | Suspense (Auto-Lite, CBS) ............ 10.8 
Groucho Marx (DeSoto-Piymouth, CBS) .. 12.6 Hollywood Star Playhouse (Bromo-Seltzer, 
Walter Winchell (Richard Hudnut, ABC) . 125) CBS) ............eseeeeeeeeneee 10.3 
So et eos CBS .. 1Le [Mr Keen (Whitehall, CBS) ........... 10.2 
Bob Hope (Lever, NBC) ...........-5+ 11.5 ' Crime Photographer (Philip Morris, CBS) . 10.1 
Daytime Five-A-Week 
Arthur Godfrey (Pillsbury, Wildroot, Our Gal Sunday (Anacin, CBS) ........ 7.9 
Gold Seal, National Biscuit, Chester- Grand Slam (Continental me, CBS) . 7.8 
pte Ween Baas *tttrhsereree: 10.0 | Ma Perkins (Oxydol, CBS) . a 
Aunt Jenny (Spry, CBS) .............. 8.1 | Bia Sister (P&G, CBS) .... 7.6 
Helen Trent (Whitehall, CBS) ......... 8.0 | Guiding Light (P&G, CBS) .. 7.2 
Wendy Warren (General Foods, CBS) .... 8.0 | Young Dr. Malone (P&G, CBS) ........ 7.2 
Saturday and Sunday Daytime 
Grand Central Station (nies, CBS) . 7.4 | True Detective (Williamson Candy, MBS) . 6. 
Theater of Today (Armstrong, CBS) .... 7.1 | Let’s Pretend (Cream of Wheat, CBS) .. 5.9 
The Shadow (Grove Laboratories, MBS) 6.5 | Give and Take (Toni, CBS) ............ 5.7 
Stars Over Hollywood (Armour, CBS) . 6.3 | Martin Kane (U. S. Tobacco, Mutual) .. 4.6 
Junior Miss (Lever, CBS) ............ 6.2 | Hopalong Cassidy (General Foods, Mutual) 4.5 


Pulse Network TV Leaders 


June 1- 


7, 1950 


Boston, Chicago, Cincinnati, Cleveland, Dayton, Los Angeles, New 
York, Philadelphia, St. Louis, Washington 


Evening, Once-A-Week 

Texaco Star Theater (NBC) ............ 2 a Night Revue (Several Sponsors, 
Godfrey & His Friends EH gS ME pray. ae eegee 28.1 

| CO prey es tepeoneie 38.3 ey (American Bakeries, General ons 
Toast of the Town (Lincoln-Mercury, CBS) SEB T eteetae Gee te “bees oes seess P 
Godfrey's Talent Scouts (Lipton, CBS) .. 35.1 | The Guidinrar (SemeCbey | BRS 
Stop the Music (Old Gold, Admiral, ABC)  29.5| Ford Theater (CBS) ..............-.. 24.5 

Multi-Weekly 

Howdy-Doody (Mars, Colgate, Kellogg, Mohawk Showroom (NBC) ............ 11. 
cael Nee Carney NBC)... 26-7 | Lucky Pup (Ipana, Sundial Shoes, CBS) .. 11. 
Kukla, Fran & Ollie (RCA, ‘Ford, Sealtest, *“ | Small Fry Club (Co-op, DuMont) ....... 1 


eee eee eee eee eee eee eee eee ee 


Captain Video (Skippy peanut butter, 
Johnson candy, DuMont) ............ 13.0 


5 | Godfrey & his Uke (Hi-V, CBS) 


Magic Cottage (Co-op, DuMont) 
CBS News (Oldsmobile) 


AM-TV Share of Evening Broadcast Audience 
May 1-7, June 1-7, 1950 


AM TV 

<0 eld inde cdehinnenews 69.1 30.9 
tink 42d0gdeu thous 61.3 38.7 
ED os Sony c's tcccdyeds 64.8 35.2 
 y aes 63.5 36.5 
SE SE 60 obi Ke vecanaerns 65.3 34.7 


AM TV 
DA Wav aiwods be tee’ 61.2 38.8 
EY Lie cine Get sh Gaba 83.0 17.0 
EN 566600966 0h 6.40.0:68 79.1 20.9 
ES 6.5 cu ak onus anne 92.9 7.1 
ED. nb. bn ede obs 04-0-0% 65.4 34.6 


Lockheed Appoints Connors 


Ray Connors has been named 
publicity manager of Lockheed 
Aircraft Corp., Burbank, Cal., suc- 
ceeding John L. Tower, who re- 
signed to become director of pub- 
lic relations for International Pa- 
per Co., New York. 


Doe-Anderson Names Smith 


Richard W. Smith, formerly ac- 
count executive and manager of 
the Louisville branch office of 
Griswold-Eshleman Co., has been 
named an account executive of 
Doe-Anderson Advertising Agen- 
cy, Louisville. 


, | the stands—men who control or im 


how to score 
with 
sales prospects 


Every working day, The Wall Stre¢ 
Journal steps up to the plate befor 
an audience of 261,580 businessmen 
and puts on a big-league performance. 


With such a knowing audience in 


fluence the bulk of major business 
decisions throughout the U. S.— 
The Wall Street Journal works hard 
to maintain its role as the most vak 
uable player among business pub 
lications. 


The only real umpire in this game— 
the reader —calls ‘em close. Journal 
circulation hus more than quadrupled 
in only 8 years, with a renewal rate 
at all times in excess of 70% — top 
batting in any league! 


Advertisers are aware of The Jour- 
nal’s increasing appeal among the 
top business prospects in the cour 
try. To maintain a high sales aver- 
age, they rely on The Wall Street 
Journal — The Only National Bus- 
iness Daily. If you advertise to 
business, The Wall Street Journal 
should head your list. 


THE WALL STREET 
JOURNAL 


44 Broad Street, NEW YORK 


911 Young Street, DALLAS 
415 Bush Street, SAN FRANCISCO 
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Whitt Schultz 
Discloses Mail 
Selling Secrets 


HIGHLAND ParRK, ILL., July 14— 
“In a nutshell, here’s how to get 
started in mail order: 

“1. Find a new and unusual 
product. 

“2. Buy it at the best price you 
can. 

“3, Either advertise it in a pub- 
lication that goes to the most num- 
ber of people who would be in- 
terested in that product at that 
particular time... 

“4. Or, make a mailing on the 
product to logical users.” 

The advice is typical of that 
found in Whitt N. Schultz’ new 
book, “How You Can Make More 
Money by Mail.” His style is 
crisp and friendly, the book is 
concise (42 pages), and the sug- 
gestions are based on practical 
experience—successful experience. 


a Mr. Schultz is president of 
Northmore Home Products, a mail 
order company which he started 
after returning to civilian life in 
1947. 

He decided that the best method 
of reaching potential customers 
was through mail order ads, di- 
rectly, “without middlemen who, 
more often than not, have little 
interest in promoting your prod- 
uct.” 

His first ad, for a brass stamp 
holder that holds a coil of stamps, 
cost $80. The ad pulled 900 orders, 
each containing a check or a money 
order for $3.50. 

Subsequent items were equally 
successful and, as a result, 29- 
year-old Whitt Schultz is qual- 
ified to speak with authority on 
the subject of “How You Can Make 
More Money by Mail.” 


a In his new book, Mr. Schultz 
tells his readers how to get started, 
how to select items that sell by 
mail, how to find suppliers, how 
to advertise and promote the prod- 
uct, how to find the correct ad 
medium, how to handle mail or- 
ders, how to handle complaints by 
mail, and he offers other pertinent 
information vital to a successful 
mail order operation. 

Novices will find the volume 


GOOD STORY—A laugh goes around the table at the summer meeting of the 
National Assn. of Magazine Publishers. From left are A. E. Winger, Crowell-Collier 


Publishing Co.; Roy Larsen, Time Inc.; 


A. R. Leininger, Parents’ Institute; and 


Philip Zach, Capper Publications. 


jammed with important advice. 
Veteran mail order men will find 
his book a refreshing restatement 
of fundamental principles. Casual 
readers will be impressed by the 
terse but interesting style. 


= In his chapter on product selec- 
tion, Mr. Schultz declares: 

“Here are some good questions 
to ask yourself when you’re select- 
ing potential mail order sellers: 

“1. Is it new? Unusual? 

“2. Is it made well? Guaran- 
teed? A value? 

“3. Does it fill a real need? 

“4, Is it easy to ship by mail or 
by freight? Not easily breakable? 

“5. Can you buy it for at least 


50% off list price? (That is, if it} 


retails for $1, can you buy it for 
50¢?)” 

In the section on choosing a 
supplier, he says that, in his opin- 
ion, “here is a good supplier: 

“1. He’s near you. 

“2. He’s dependable. 

“3. He’s reputable, well rated, 
a keeper of a promise. 

“4. He delivers promptly. 

“5. He unconditionally guaran- 
tees his product.” 


s And in the chapter on advertis- 
ing and promotion, Mr. Schultz 
covers business of preparing an ad 
as follows: “You might think it’s 
hard to write an ad. 

“It isn’t. 

“Directness—speaking directly 
to the person—is one of the 
secrets of good advertising. 

“Simplicity is another—a simple 
statement made in a personal way. 

“Directnes:, simplicity, and 
what I call the ‘you approach’ are 
necessary in a good, direct-order- 
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_For counter cards that capture selling space, 
better see us 


etterlinus 


FOR MORE THAN 


PHILADELPHIA + CHICAGO + NEW YORK + BOSTON 


A CENTURY 


| pulling ad. 

“What do I mean by the ‘you 
approach’? 

“I mean writing the ad with 
your reader’s interests in mind. 
Show him how he benefits by us- 
ing your product.” 

Other chapters of the book 


cover additional elements of mail 
order selling in a similar fashion. 
His chapter on finding the correct 
advertising medium, for example, 
lists the 19 publications which do 
the best job of selling North- 
more’s gifts and housewares. 
Incidentally, Whitt N. Schultz 
(the “N” stands for Northmore) is 
selling his own book by mail. It’s 
available from Northmore’s, High- 
land Park, Ill., for $1, postpaid. 


Joins Nelson-Greenwell 

Robert J. Moffett, formerly an 
account executive with John 
Bransby Productions, has joined 
the creative staff of Nelson-Green- 
well, New York, visual media spe- 
cialist. 


Wise-Smith Appoints Hook 
Walter Hook, publicity director 
of Wise-Smith & Co., Hartford de- 
partment store, has been appointed 
advertising manager of the store. 


Milani Foods to Marketers 

Marketers Inc., Los Angeles, has 
been appointed to handle the ad- 
vertising of Louis Milani Foods 
Inc., Maywood, Cal. 


47 
KOA Appoints Five 


Executives to head the five ma- 
jor departments in administra- 
tive reorganization of Station 
KOA, Denver, have been named: 
Barry Long, to the sales depart- 
ment, which includes promotion 
and advertising; Earle Ferguson, 
program department; Dale New- 
bold, controller’s department; Ro- 
bert Owen, assistant general man- 
ager, head of engineering and in- 
tegrated services, and William 
Day, news, special events, press 
and public affairs. 


Zonolite Names Strdnd A. M. 
Philip R. Strand, in the adver- 
tising department, has been named 
advertising manager of Zonolite 
Co., Chicago, miner and processor 
of vermiculite, mica-like mineral 
used in construction, replacing 
sand in plaster and concrete. He 
succeeds Daniel J. Boone, who 
has been made manager of the 
general merchandising division. 


Zimmer-Keller Names Vortman 

Clyde D. Vortman has been 
named to head the media depart- 
ment of Zimmer-Keller Inc., De- 
troit agency. 


“We send Hospital Management 
to all Department Heads” 
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Hosp 4tel Manegere” 


asked to report 


to 
¢ interest- 
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F. Cook 
fr (en! Director 


In the great and growing hospital field, expert depart- 
eads initiate hundreds of specialized pur- 
chases, specify products and services. They are the 
buying influences that must be reached to do an ef- 


Says WARREN F. COOK 


Executive Director 


NEW ENGLAND DEACONESS HOSPITAL, Boston, Mass. 
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Reaches Every Level of Buying Influence 


heads alike. Over 88% of hospital administrators 
regularly route HOSPITAL MANAGEMENT to 
their department heads. 

HOSPITAL MANAGEMENT is must reading 


with all whom you must reach. It is your must buy. 


| The important role of departmental executives is 
| underscored in the letter above from Executive Di- 
| rector Cook of the New England Deaconess Hos- 
pital, in Boston. This $5,020,019 hospital circulates 
| HOSPITAL MANAGEMENT to all department 
| heads and asks each to report on subjects of interest. 
HOSPITAL MANAGEMENT provides both 
| the largest ABC hospital circulation and highly ef- 
fective coverage of this important buyer group. As 
it is editorially departmentalized to parallel the 
departmentalization of hospitals themselves, HOS- 
PITAL MANAGEMENT reaches every level of 
buying influence — administrators and department 


me Rae nae ee 


200 E. ILLINOIS ST. 


Largest net paid ABC hospital circula- 
tion. Send for new surveys covering 
architects, food and equipment. 
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Music Merchants 
Call Television 
a Stimulant 


(Continued from Page 1) 
with $220,000,000 in 1949 and the 
record high of $250,000,000 in 
1948. 

TV has encouraged the sale of 
musical instruments by bringing 
the family back into the home, Mr. 
Gard said. The viewer, watching 
a professional musician perform 
on the video screen, is encouraged 
to give it a try himself. The in- 
terest of youngsters, particularly, 
is captured by seeing, as well as 
hearing, an instrument played. 


s Hugh W. Randall, association 
president, said radio and radio- 
phonograph demand is exceed- 
ing supply even in some areas 
covered by TV stations. Radio sales 
in 1949 accounted for $340,000,000 
and phonograph records sold to 
the tune of $210,000,000. 

C. Frederick Martin, president 
of National Assn. of Musical Mer- 
chandise Manufacturers, said the 
industry is enjoying the best year 
ever and that TV has helped tre- 
mendously. “Arthur Godfrey has 
done a lot to show what can be 
attained with the ukulele and has 
stimulated revival of the instru- 
ment,” he added. 

Manufacturers believe prices 
are bound to go up because of 
the higher costs of raw materials. 
The draft represents a wage prob- 
lem by taking apprentices from the 
field. All agree they can’t afford 


war labor wages. 

The first of a series of four- 
color magazine ads illustrated by 
Norman Rockwell for the receiver 
division of Allen B. DuMont Lab- 
oratories will appear next month 
in The Saturday Evening Post, 
Henry R. Geyelin, advertising 
manager, said at the convention. 


s Through its agency, Campbell- 
Ewald Co., DuMont plans to run 
a full-page insertion in nine maga- 
zines at least once a month for its 
new receiver line. Mr. Geyelin said 
“every possible” medium will be 
used in the campaign. 

Magnus Harmonica Corp., New- 
ark, displayed a four-pound port- 
able organ selling for $18.75. The 
Magnus Electric Reed organ is the 
first of its kind ever produced and 
is made of plastics with the excep- 
tion of its electrical components. 

Melville Clark, president of 
Clark Harp Co., Syracuse, reported 
great interest in his company’s new 
$99.50 plastic harp. Although the 
small harp is not yet in produc- 
tion, hundreds of orders already 
have been placed. 

Mr. Clark also had his :ollection 
of “musical advertisements” at the 
show. For many years, he has col- 
lected ads in*which musical themes 
are used to help promote the ad- 
vantages of other types of prod- 
ucts. 


e And he is convinced that one of 
the most effective methods for pro- 
moting members of the music in- 
dustry and the industry itself lies 
in an expanded use of ads placed 
jointly by home furnishings, food, 
cosmetics or other advertisers and 
music industry manufacturers. 
Raytheon Mfg. Co.’s 1951 line of 
TV receivers, 21 models in all, was 
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1. high buying 


Put your food product in 
Worcester’s huge market 
basket through consistent 
advertising in the Worcester 
Telegram-Gazette, the 
newspapers that blanket the 
area. Daily circulation in 
excess of 140,000. Sunday 
over 100,000. 


*Copyright 1950, Sales Manage- 
ment Survey of Buying Power; 


The TELEGRAM-GAZETTE 
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WORCESTER _ 
| the market of hearty eaters 


Prosperous Worcester families, as reported by recently 
released U. S. Census of Business figures, continue to 
spend a large portion of their income for food. County 
food sales, including eating establishments, 
amount to $175,409,000. 
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power 


Sales Management's Buying 
Power Survey* credits 
Worcester as the 32nd county 
in food sales with a 
per family average of 
$913 —29% above the 
U. S. average and a city 
per family average of $1,042 
— 47% above the U. S. 
average. 
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Cie Preving Garerie 


introduced at the show. An adver- 
tising and merchandising cam- 
paign is scheduled to begin Aug. 
1, with insertions in Good House- 
keeping, Life and The Saturday 
Evening Post, plus use of newspa- 
pers, radio, television, outdoor and 
direct mail. Henri, Hurst & Mc- 
Donald, Chicago, is the agency. 

Ray S. Erlandson, vice-presi- 
dent and general manager of San 
Antonio Music Co., was elected 
new president of NAMM, succeed- 
ing Hugh W. Randall. 


Waterman to Boost 
Ball Pointers with 
30-Day Trial Offers 


New York, July 13—Effective 
immediately, all Ball Pointer pens 
made by L. E. Waterman Co. will 
be sold with a 30-day trial guar- 
antee, it was announced here. 

As soon as national distribution 
of guarantees and point of sale 
materials is completed an adver- 
tising campaign will be launched 
in Life and newspapers in 50 to 
60 of the larger market areas. 

The Life announcement of the 
30-day trial guarantee, a full-page, 
will come in the magazine’s Sept. 
4 issue. A number of half-page ads 
will be used thereafter, but no 
trial guarantee will be offered 
during the Christmas _ season. 
Newspaper copy, which will al- 
ternate between 200 and 400 lines, 
will appear the last week in Aug- 
ust and carry through Sept. 15. 

Charles §S. Kernaghan, sales 
manager for Waterman, said the 
guarantee has been tested in large 
and small cities with very satis- 
factory sales results. He said there 
was a minimum number of re- 
turns. 


Wilson Plans New Ads 
for Mor Canned Meats 


A national campaign is planned 
for next month by Wilson & Co. for 
its Mor chopped beef and chopped 
pork for sandwiches. The canned 
meat promotion includes four-col- 
or ads in four magazines, as well 
as space in 100 newspapers 
throughout the nation. 

The ads will run in the Aug. 26 
Saturday Evening Post, in Ladies’ 
Home Journal for September, and 
as back-cover ads in August issues 
of Family Circle and Woman’s 
Day. The agency is Ewell & Thurb- 
er Associates. 


Sterling Names Hiebert 
Executive Vice-President 


Sterling Drug Inc., New York, 
has promoted J. Mark Hiebert, 
M. D., formerly a vice-president 
and assistant to the president, as 
executive vice-president, a new- 
ly created post. Dr. Hiebert has 
served as associate director of 
clinical research, and medical di- 
rector and general manager. 
Joining Sterling Drug in 1934, 
Dr. Hiebert became a’ vice-presi- 
dent in 1945 and was elected to the 
board of directors last year. 


The Bureau of Advertising’s 
list of national advertisers that in- 
vested $25,000-plus in newspapers 
in 1949 (AA, July 10) was based 
on more newspaper reports than 
ever before, but still didn’t quite 
corral all the important advertis- 
ing expenditures it might have. 

Rhodes Pharmacal Co. is shown 
as having invested $390,597 for 
Imdrin, but the correct figure for 
non-cooperative newspaper adver- 
tising for this product was close to 
$1,250,000, according to O’Neil, 
Larson & McMahon, the agency 
handling the account. Another of 
the agency’s accounts, Tintz Co., 
actually put $340,000 into newspa- 
pers for Minit Curl last year, 
about three times more than the 
$117,002 shown by the BofA. 

The BofA pointed out that its 
figures are sometimes much too 
low for advertisers investing con- 
siderable amounts in papers other 
than the 984 on which the bureau 
figures are based. 

AA erred in some total adver- 
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tising figures on Page 68 in the 
July 10 issue. General Motors in- 
vested $39,284,302 last year, Proc. 
ter & Gamble $30,705,053; Ford, 
$16,630,488; American Tobacco, 
$11,476,345; Quaker Oats, $6,983- 
522; B. T. Babbitt, $2,719,354; 
Eastman Kodak, $2,518,182; Ad- 
miral, $2,285,132 (giving it a rank 
of 70); Armstrong Cork, $1,758,415, 


* . > 

On the West Coast, Safeway 
Stores Inc. has decided to postpone 
indefinitely its $20,000,000 pro- 
gram for modernizing its chain in 
the Bay Area of Northern Cali- 
fornia, due to recurrent work stop- 
pages in its stores. In public rela- 
tions advertising, Safeway has em- 
phasized that its strike losses in 
the Bay Area are six times as 
large as those incurred in other 
stores of the 23 states in which it 
operates. Copy in the ads set the 
Bay Area loss at 86% of the to- 
tal and gave this loss as a reason 
for postponement of expansion 
plans. 


Astaire Shifts 
Account from Hoge 
to Sneider Agency 


New York, July 13—A. M. Snei- 
der & Co. has been appointed to 
handle the advertising of Fred 
Astaire Dance Studios. Huber Hoge 
& Sons, which recently started a 
new TV show for Arthur Murray 
School of Dancing, formerly serv- 
iced this account. 

Fred Astaire Studios, which now 
has branches in some 50 cities, is 
mapping plans for the largest cam- 
paign since the formation of the 
company three years ago. Major 
attention will be devoted to news- 
papers in Astaire cities. Size of 
the ads will be increased and fre- 
quency stepped up. 


s Radio spots currently are being 
tested on WLIB, New York. Other 
stations may be added to the list 
later. Television also looms large 
in the studio’s future plans. TV 
spots are under consideration. 

Advertising and promotion, par- 
ticularly those campaigns which 
tie in with movies, are to be more 
closely coordinated in the future. 
A tie-in with Warner Bros.’ “Tea 
for Two” will be featured in 
coming weeks. 


Mactadden Names Hall 


Don Hall, formerly with Don 
Spencer Co., publishers’ represen- 
tative, and more recently engaged 
in his own business as sales pro- 
motion consultant, has joined Mac- 
fadden Publications, New York, as 
space representative for the Sport 
Men’s Group. This includes Sport, 


Saga and True Detective. 


Super-Whitehall 
Shirt Drive Set 


New York, July 12—The Jayson 
$3.95 Super-Whitehall shirt, intro- 
duced on June 1, will be pushed 
via full-page b&w ads in Life and 
The Saturday Evening Post from 
October through December, it was 
announced today by F. Jacobson 
& Sons Inc. 

Jacobson also said that a na- 
tional preference survey conducted 
by Fact-Finders Associates, New 
York, gave the Super-Whitehall 
top ranking in a comparison test 
with the country’s three other 
leading nationally advertised white 
shirts selling at the same price. 

John K. Northway, advertising 
and sales promotion manager at 
Jacobson, said the shirts were sell- 
ing “very well.” Indications are, 
he said, that “about 90% of our 
customers will buy the Super- 
Whitehall.” 


Joins United Board & Carton 


W. A. Charity, formerly assist- 
ant purchasing agent for the Vick 
Chemical Co., Cincinnati, has been 
named to the sales staff in the 
Rochester, N. Y., office of United 
Board & Carton Corp., Syracuse. 


Ad Scribe’s Item 


ADVERTISEMENTS 


MILLIONAIRES, they tell 
me, are hard to please. 
That’s why Ad Scribe service is aimed 
at helping up-and-coming firms that 
need modern publicity at costs within 
average budgets. You get big-town 
ideas, copy, layout for ads, catalog 
sheets, folders, etc. from my village ad- 
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dress at Box 254-C, North Canton, Ohio. 
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Pulse Data Indicate 
AM Listening Still 
Up in Video Homes 


(Continued from Page 1) 
number of two-TV set homes may 
be another kind of story alto- 
gether,” he suggested. 

G. Richard Swift, general man- 
ager of WCBS here, this week re- 
jeased a presentation designed to 
counteract the “conjecture about 
TV’s effect on radio listening,” 
particularly in New York. 

As source material he quotes 
Pulse reports for the first four 
months of 1950 covering listening 
in the New York area between 4 
p.m. and 11 p.m., EDT. 


s In this period, TV sets-in-use 
climbed from 10.3% in January to 
15.7% in April. Coincidentally, 
radio gained, moving from 27.1% 
in January to 31.3% in April. 

(As a preface to the New York 
report, Pulse pointed out “average 
quarter-hour radio sets-in-use for 
April is higher than for any April 
studied by Pulse since these sur- 
veys began in 1941.’’) 

In answer to the question, “Is 
any of this added radio listening 
being done in television homes?” 
WCBS pointed out: 

“Radio’s share of audience in 
television homes is slowly but 
steadily increasing. In April, tele- 
vision families devoted 20.8% of 
their listening-viewing time be- 
tween 4 p.m. and 11 p.m. to ra- 
dio, 79.2% to television.” 


a In April, one out of every six 
New York homes using a television 
set was also using a radio set, it 
was pointed out. If a favorite ra- 
dio entertainer is on the air, the 
percentage was even greater. In 
April, somebody in two out of 
every five TV homes had a radio 
tuned to Jack Benny (CBS). 

Between 5 and 6 p.m., EDT, 
Monday through Friday, when tel- 
evision is almost exclusively de- 
voted to kids’ fare, the grownups 
turn to radio, WCBS said. Pulse 
showed one out of every five New 
York TV-viewing homes with a ra- 
dio set in use during that hour in 
April. 

WCBS called attention to the 
fact that its figures covered in- 
home listening only and did not 
take into consideration the out-of- 
home audience, which expands 
with the coming of springtime. 


SINDLINGER REPORTS 
TV NOT KILLING AM 

PHILADELPHIA, July 10—Televi- 
sion is not killing off radio. In fact, 
between April, 1949, and Febru- 
ary, 1950, the total number of min- 
utes devoted to radio decreased 
only 19%. Furthermore, in those 
homes which have had their tele- 
vision sets more than one year, 
radios are utilized twice as much 
as radios in homes which have had 
television for less than a year. 

The number of viewing minutes 
devoted to television during that 
period in the city of Philadelphia 
increased 123%, according to a de- 
tailed report released by Sindling- 
er & Co., media analyst and opera- 
tor of Radox, an instantaneous 
electronic radio and_ television 
measurement system. 

There are several reasons why 
there has not been a greater de- 
crease in radio listening. First, ra- 
dio homes in Philadelphia during 
the past year have increased by 12,- 
000 and the number of radio sets 
has increased by 68,000 or 6%. 
Second, a sharp increase in radio 
listening in television homes has 
been recorded where the TV sets 
have been owned for more than a 
year. 


® Homes with only radios listen 
for an average of 89 minutes an 
evening. As soon as one of these 
homes acquires a television set, ra- 
dio listening drops to 14.8 minutes 
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CELEBRATION—Mrs. Tucker’s Foods Inc., 
Sherman, Tex., celebrated the ending 
of the margarine tax with this three-col- 
or copy offering a pound of Meado- 
lake for a 1940 dime. The ad, which 
ran in 92 newspapers in the Southwest 
and Midwest distribution territory, was 
widely merchandised by retailers, some of 
whom offered employes a bonus for 
finding 1940 dimes in their regular 
transactions. Crook © Advertising Agency 
has the account. 


an evening. After the novelty 
wears off, radio listening in TV 
homes increases, often reaching 34 
minutes an evening or 38% of 
former radio listening. 

The report, titled “Facts in Fo- 
cus,” was subscribed to by CBS, 
MBS, NBC and Stations KYW, 
WDAS, WFIL, WIP, WPEN and 
WJMJ here. It is also being sold 
to advertisers, agencies and sta- 
tions throughout the nation. 


Pulse Accepts Test 
Against Hooperatings 


New York, July 14—Dr. Sydney 
Roslow, director of Pulse Inc., to- 
day indicated his willingness to 
participate in an impartial test of 
Pulse ratings versus Hooperatings 
in answer to a challenge from 
KJBS, San Francisco. 

His four-page letter said Pulse 
will accept the station’s proposal— 
made some days ago and already 
accepted with qualifications by C. 
E. Hooper Inc. (AA, July 10)— 
subject to 11 detailed considera- 
tions. 


w Among these: (1) “The survey 
cannot be limited to San Francis- 
co and Oakland,” but must cover 
the metropolitan area served; (2) 
final analysis should be on a quar- 
ter-hour basis; (3) “The commit- 
tee must be acceptable to Pulse 
and must be comprised of recog- 
nized research people removed 
from the San Francisco locale”; 
(4) “The research company must 
be acceptable to Pulse and a suit- 
able guarantee must be es- 
tablished that it will not enter 
the radio research measurement 
business after completion of this 
survey during the lifetime of The 
Pulse.” 


RCA Cuts Service Rates 


RCA Service Co., New York, 
has announced “substantial reduc- 
tions” in the cost of factory serv- 
ice contracts effective July 17. For 
a full year the prices range from 
$39.95 (built-in antenna). and 
$59.95 (standard outdoor antenna) 
for 10” and 12%” receivers to $75 
and $95 for projection sets. Or if 
they prefer, buyers may pay a 
flat rate of $5.75 per call, after 
the expiration of the 90-day guar- 
antee. 


Enders Names Sarazen V. P. 


Bert M. Sarazen, nationally fam- 
ous retail advertising expert, has 
been appointed vice-president of 
Robert J. Enders Advertising Inc., 
Washington. He will assume di- 
rection of publicity and sales for 
syndicated TV programs which the 


Enders agency currently produces’ 


for nationally known stores, in- 
cluding the Hecht Co., Washington. 


Last Minute News Flashes 


Speidel Plans TV Network Show for Fall 


PROVIDENCE, July 14—Speidel Corp., which ends a two-year run as 
a sponsor of “Stop the Music” (ABC-radio) July 30, expects to build 
its fall advertising campaign around a network TV show. There has 
been no decision yet as to network or program. This may be sup- 
plemented with spot radio and TV in selective markets and fashion 
magazines—the latter to introduce a new watch band. Sullivan, Stauf- 
fer, Colwell & Bayles is the agency. 


Morrissy Named Western Manager of ‘Life’ 


Cuicaco, July 14—John F. MorrissSy, who has been sales manager 
in Chicago for Life since 1941, has been named western advertising 
manager. Charles Hanson, who has been with Life in Chicago since 
1945, becomes Chicago manager. 


Russell Named Dancer-Fitzgerald V. P. 

New York, July 14—Dancer-Fitzgerald-Sample has named Richard 
A. Russell, previously with Foote, Cone & Belding, as vice-president 
and account executive. 


‘Better Living’ Readied for Winter Debut 


New York, July 14—McCall Corp. will have a financial interest in 
Better Living, 5¢ consumer magazine being readied for a December 
or January debut by the Super Market Institute, Edward W. Miller, 
president of Mass Market Publications, told AA. Better Living, which 
will be printed at the McCall plant in Dayton, O., will have a b&w 
page rate of $3,750. Initial circulation guarantee will be 1,000,000 
monthly. 


Newspapers, TV Set for Anthracite Drive 

New York, July 14—A $1,000,000 industry promotional program 
voted July 11 by directors of the Anthracite Institute will be launched 
July 18 with 1,500-line ads in 112 newspapers in the U. S. and Canada 
to be followed by 840 and 640-line ads on dates still to be selected. 
Spots on 15 TV stations will be used also starting in August. Theme 
of campaign will be “America’s best fuel buy is anthracite.”” Companies 
producing more than 75% of the industry’s total production have 
agreed to support the program. J. Walter Thompson Co. has the account. 


GE Schedules Fall Drive for Electric Blankets 


New York, July 14—General Electric Co. will start intensive ad- 
vertising of its automatic blankets with a full-color spread in the 
Oct. 2 issue of Life and full pages through the remainder of the year in 
Bride’s Magazine, Collier’s, Ladies’ Home Journal, Modern Bride, 
National Geographic and Sunset. Young & Rubicam is the agency. 


Compton Elects Cummings, Woodard, Flouton V. P.s 

New York, July 14—Compton Advertising will elect three new vice- 
presidents Monday: Barton A. Cummings, account executive on Duz 
(who left Maxon Inc. as a v.p. to join Compton on the Nestle ac- 
count three years ago); Seaward Woodard, who has handled P&G’s 
Canadian advertising for the agency, and Allen F. Flouton, account 
executive on Ivory bar. 


Lever Hot Weather Sale On; Other Late News 


e Lever Bros. Co. has started a hot weather sale to push sales of 
Lux, Silver Dust, Rinso and Lifebuoy products, with a premium offer 
of a salad serving set valued at $1.50 for 50¢ and two box tops or 
wrappers from any of the four products. 


e John Haydock, formerly vice-president of Design News and execu- 
tive editor of American Machinist, has been named editor and assist- 
ant publisher of Metal-Working, New York. — 


e Goodyear Tire & Rubber Co., Akron, O., will use four full-color 
one-page ads in Life, beginning July 31, to push its Airfoam super- 
cushioned pillow. 


e Sugar ’n’ Spice Brand Hot Dawg relish, a new product of the 
Delta Packing Co., New York, is getting a market-by-market ad push, 
according to Lee-Murray Co., New York, handling the account. East- 
ern seaboard newspapers and TV stations will be used, beginning the 
last week in July. Papers will carry 200-line ads, while 5-minute 
programs are planned for TV. 


e The House of Gourielli, Creator of Cosmetics, a subsidiary of Helena 
Rubinstein Inc., New York, has named Hewitt, Ogilvy, Benson & 
Mather to handle its advertising. Wortman-Wilcox previously had 
the account. Hewitt, Ogilvy has had the Helena Rubinstein account 
about a year. 


e Hewitt, Ogilvy, Benson & Mather, New York, has added Robert S. 
Simpers, last with J. Walter Thompson Co., to its executive staff. 


e Cunningham & Walsh, New York, has named George A. McMoran, 
who has been assistant comptroller, as office manager and assistant 
comptroller. 


e Reddi-Wip Inc., St. Louis (Ruthrauff & Ryan), will sponsor the 
“Godfrey Digest” over CBS, starting Oct. 1 at 2.30 p.m., EST. The 
30-minute “Digest” is a recorded compilation of the cream of Mr. 
Godfrey’s daily morning programs (co-sponsored by five advertisers). 
Chesterfield currently carries “Digest” on Saturday night but will 
discontinue it July 22. 


e@ Stewart-Warner Corp. will use half pages in Collier’s and The Satur- 
day Evening Post, starting in September, to promote its new line of 
10 radio sets. Newspapers also will be used for the new TV sets. 
Stewart-Warner plans to sell radios through jewelry, drug and hard- 
ware outlets, and will offer two special discount deals to the retailers. 


e Cudahy Packing Corp., Omaha, is running 1,000-line newspaper ads 
in Los Angeles testing a new plastic “Peek-a-Box,” which holds a 
full pound of “golden yellow quarters of Delrich margarine.” The 
plastic box is offered for 3¢ with the purchase of two pounds of Del- 
rich. Grant Advertising, Chicago, is the agency. 


e Twenty second video spot announcements heralding the return of 
the “Garroway at Large” and “Wayne King” shows will be aired on 
NBC-TV stations carrying the programs about mid-August. Standard 
Oil (Indiana) has the Wayne King show and Congoleum-Nairn the 
Garroway program. Both are handled through McCann-Erickson, Chi- 
cago. 
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LeBlanc Plans 
$250,000 Tour 
to Boost Hadacol 


LAFAYETTE, La., July 14—Le- 
Blanc Corp., maker of Hadacol 
vitamin and mineral formula, has 
announced that it will spend in ex- 
cess of $250,000 for a 15-day, 3,- 
000-mile good will tour of the 
South, starting Aug. 21. 

The good will caravan is the 
latest promotion idea conceived by 
State Senator Dudley J. LeBlanc, 
president of the company. These 
promotions, plus advertising ex- 
penditures of more than $400,000 
per month, have pushed Hadacol 
sales near the $2,000,000 per month 
mark, the company reports. 

Hadacol advertising is running 
in 700 daily and 4,300 weekly 
newspapers, on 502 radio stations 
with from 4 to i6 spots daily, and 
in other media in the 22 states 
where Hadacol now has distribu- 
tion. 


ws The Hadacol caravan will leave 
Lafayette on Aug. 21 with nearly 
100 trucks carrying $1,000,000 
worth of Hadacol to be delivered 
enroute. Sen. LeBlanc has booked 
Mickey Rooney, Roy Acuff, Min- 
nie Pearl, Sharkey’s Dixieland 
Band, a mamma and baby ele- 
phant and several other acts for 
the tour. 

Two or more shows will be given 
each evening in 14 major cities 
along the caravan’s route, with the 
admission fee being presentation 
of a Hadacol box top. Special en- 
tertainment will be provided in 
many cities for retail druggists, 
wholesale drug salesmen, newspa- 
per men and civic officials. 

In addition to its regular ad 
schedule, LeBlanc will place a to- 
tal of 7,500 lines of advertising in 
daily newspapers in show cities 
during the ten days preceding the 
caravan’s arrival. Small additional 
schedules will go to about 250 
other dailies and weeklies along 
the route and within 50 miles of 
the key cities. 


a Approximately 30 radio spots 
daily will be used in key cities, 
and TV shows are being purchased 
for presentation in local audito- 
riums before the regular carnival 
program. Color sound films will 
be made for later showing in 
theaters, schools, and at sales pro- 
motion meetings. 

In addition to the blanket ad- 
vertising campaign, the Hadacol 
sales department plans to move 
50 salesmen into the caravan area, 
30 days before the shows start, to 
make contacts and distribute point 
of sale material. 

Sen. LeBlanc, who will be ac- 
companied on the tour by some 
50 members of the Louisiana state 
senate and house of representa- 
tives, will present gold replicas of 
the 12,000,000th bottle of Hadacol 
for 1950 to governors, mayors, edi- 
tors and drug officials encountered 
on the tour. 

The pre-caravan advertising 
schedules will be placed by Hed- 
rick & Towner, Houston, which 
also serves as merchandising coun- 
sel for Hadacol. Regular advertis- 
ing schedules are handled by Er- 
win, Wasey & Co., New York. 


Flint Promotes Mierisch 


Flint Advertising Associates, 
New York, has promoted Alvin W. 
Mierisch, a member of the classi- 
fied advertising department for 
the past five years, to classified 
advertising manager. 


Names Shappe-Wilkes 

Cornell Film Co., New York, dis- 
tributor of home movies, TV and 
educational films, has appointed 
Shappe-Wilkes, New York, to han- 


dle its advertising. 
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8SIGCEST RAD/O 
IM THE U.S. TOOAY! 


I-MINUTE SPOTS ON 
50,000 WATTS 


WNOE- NEW ORLEANS 
OMY SIZE 


Now 
National ees , 
fperte! Mutwsl Co-ops! (1060 One Foun ots) 
2° Thaes ce Ge 


tSSFUL Stewie TO abvERrnee 


NATIONAL REPRESENTATIVES 
RA~TEL 
420 LEXINGTON AVE., N.Y.C. 


Durkee-Atwood to Walker 


Harold C. Walker, Advertis- 
ing, Minneapolis, has been ap- 
pointed to handle the advertising 
and promotion of Durkee-Atwood 
Co., Minneapolis, automobile ac- 
cessories. The Walker agency will 
direct the advertising and promo- 
tion on several new product and 
program developments in the au- 
tomotive supply and hardware 
markets. 


Del Monte Names Knollin 


Knollin Advertising Agency, San 
Francisco, has been appointed to 
handle the advertising of Del 
Monte Properties Co., Pebble 
Beach, Cal., including Del Monte 
Lodge. 


Functional Music Adds Two 


Functional Music Inc., Chicago, 
a Marshall Field FM service, has 
added WLDM, Detroit, and KLTI- 
FM, Longview, Tex., to the list of 
stations carrying its service. 


Simply a Science 


A conference with clients is simply the science 


Of keeping a customer gay; 


If you keep it a pleasure, it might mean a treasure; 

So why don’t you try it this way: 

If he smokes a certain cigaret—go get ’em! 

If he’s worried over a new release—don’t fret him! 

If he wants to see the art that’s been done—then show him! 

If he’s spending money far too fast—then slow him! 

If he doesn’t like a piece of copy—rewrite it! 

If his mind’s unmade over a future ad—decide it! 

If he wants to keep moist while viewing an ad—then wine him! 
If he wants to eat during agency meetings—then dine him! 

If he likes a secretary with pretty legs—then hire her! 

If he doesn’t like the one you have—then fire her! 

And if he thinks you’ve done your best—why that’s just swell! 
But keep you if he’s losing dough? Ha! Ha!—like hell! 


MARTIN J. SILVER, 
Geyer, Newell & Ganger Inc., 
New York. 


Advertising in the Test Stage 


— Sreqresswe 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS. 


Take a tip from the paint 
manufacturers! For 60 years they have been 
using color chip folders to close sales at the 


point-of-purchase. 


W. J. White & Co. 


pioneered color chip 


processes 60 years ago. 


Is choice of color part of your sales appeal? 
Then—send us your rough dummy and get 


our quotations. 


W. J. WHITE & CO. 


467 AMSTERDAM, DETROIT 2, MICHIGAN 


Established 1890 


. 


Toni Tests Bobbi 
Pin-Curl Wave Set 


Cuicaco, July 12—The Toni Co. 
division of Gillette Safety Razor 
Co. is market testing a new pin- 
curl home wave kit, Bobbi, in se- 
lected midwestern cities. 

A newspaper campaign for Bob- 
bi already has been conducted in 
the Detroit area, and the company 
plans similar promotions in six 
other cities at present. 

Bobbi, which retails at $1.25 plus 
tax, does not compete with Toni, 
according to company officials. It 
is designed for women who want 
a loose home wave quickly. Unlike 
home permanents, which take from 
two to three hours to give, Bobbi 
is said to take only about 45 min- 
utes. 


SILKESE HOSIERY 
TV TEST EXPANDS 

CLEMENTON, N. J., July 11—Cle- 
menton Hosiery Co. will complete 
a television spot test here for its 
new Silkese, combination silk and 
nylon stockings for ladies, at the 
end of July and will then expand 
the campaign into New York and 
Chicago as the first step in a na- 
tional expansion. 

The Philadelphia test is on 
WFIL-TV and WCAU-TV with 
one-minute film spots. The same 
spots will be used in the new re- 
gions. 

By the end of 1950 every tele- 
vision market in the country will 
be covered and an _ institutional 
newspaper drive will be launched 
by the Clementon company to pro- 
mote Silkese. 


ws Most of the newspaper adver- 
tising will be in Sunday rotogra- 
vure sections. Use of consumer 
magazines is not contemplated. 
Abner J. Gelula & Associates, Phil- 
adelphia, is the agency. 


The new stockings feature pure 
silk soles and silk toe and heel re- 
inforcements. The combination is 
designed to provide a foot material 
that will absorb perspiration. 


HARMONIZING THEME 
TO GET REVLON TEST 

New York, July 12—Revlon 
Products Corp. will run 1,200-line 
ads in 65 newspapers throughout 
the country Sunday, July 16, to 
test eight new shades of finger nail 
enamels priced at $1 each. The ads 
will be tied in with special window 
displays and point of purchase 
materials. Wm. H. Weintraub & 
Co. is the agency. 

The ads will stress the import- 
ance.of harmonizing, not match- 
ing, finger nail enamels with lip- 
stick. If the test ads meet the ex- 
pectations of the company’s ex- 
ecutives, AA was told, “a new ad- 
vertising campaign probably will 
be prepared for the fall and win- 
ter.” 


Toastmaster Maps Campaign 
for New Toast ‘n Jam Set 


The Toastmaster Products divi- 
sion of McGraw Electric Co., Elgin, 
Ill., has announced plans for a 
campaign to start in September 
and run through December, pro- 
moting the new Toastmaster Toast 
’n Jam set. The set includes the 
Toastmaster automatic pop-up 
toaster, two covered jam jars and 
toast plate of Franciscan ware on 
a walnut veneer tray inlaid with 
simulated leather. The set will re- 
tail for $27.95. 

Full-page and half-page ads in 
four colors will appear in Amer- 
ican Magazine, Better Homes & 
Gardens, Cosmopolitan, Ladies’ 
Home Journal, Look, McCall’s and 
The Saturday Evening Post. These 
same ads will be carried b&w in 
Bride’s Magazine, Country Gentle- 
man, Electricity on the Farm, Mod- 
ern Bride and Successful Farming. 
A free merchandising kit will be 
made available to retailers. Erwin, 
Wasey & Co., Chicago, handles the 
account. 


Advertising Age, July 17, 195§ 


Hoving Sees Better 
Soft Lines; Bonwit 
Plans M. O. Drive 


Cuicaco, July 10—“Business this 
fall is going to be very good, the 
retail in particular, and specifica]. 
ly soft lines such as women’s 
wear,” Walter Hoving, president 
of Bonwit Teller Inc., told a press 
conference here today. 

The Bonwit Teller president sees 
an improvement in soft goods for 
men and women, because of better 
designing and more values. He 
explained that, due to better prices 
in the textile market, values wil] 
be 30% to 40% improved, and a 
dress that cost $80 three years ago 
will sell for $50 this fall. 

Walter Deiches, manager of the 
Chicago store, opened last fall, 
said that next year’s advertising 
budget has been increased, and he 
explained that more of the ad- 
vertising will play up the fact that 
lower-price items as well as cost- 
lier goods can be bought at Bonwit 
Teller. 


s He added that though the Chi- 
cago store has not advertised for 
any mail order business, there has 
been a surprisingly steady flow 
of mail orders from the surround- 
ing territory. 

The company has scheduled an 
advertising campaign beginning in 
September in cooperation with 
Maximilian Inc., when the latter 
will begin showing its furs in the 
Chicago store. With the exception 
of Maximilian’s in New York, Bon- 
wit Teller in Chicago will be the 
only other store in the country 
showing the exclusive line. 

The campaign will be handled 
by Bonwit Teller’s New York ad- 
vertising department, and will in- 
clude ads in Chicago news- 
papers, Harper’s Bazaar and Vogue, 
and an extensive direct mail cam- 
paign. 


Warwick Names Sackheim 


Ben Sackheim Inc., New York, 
has been retained to handle the 
advertising of Warwick Chemical 
Co., division of Sun Chemical 
Corp., producer of Impregnole, 
Norane and other textile chemicals, 


Coble Dairy to Piedmont 


Piedmont Advertising Agency, 
Salisbury, N. C., has been named 
by Coble Dairy Products, Lexing- 
ton, N. C., to direct the radio ad- 
vertising for its line of dairy prod- 
ucts. 
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SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 
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Advertising Age, July 17, 1950 


Forty-one States and District of 
Columbia with Less than 200,000 
TV Sets Each on 7/1/50 


1949 Manufecturers' Unit Shipments of Electrical Refrigerators 
a 


(2) 


Seven States with 200,000 or 
More TV Sets Each on 7/1/50 (1) 


(2) 


1949 Manufacturers’ Unit Shipments of Home Washers (2) 


1949 Mamufecturers' Unit Shipments of Ironers 


(2) 


was 


1950 Potential Sales of Home Furnishings (3) 
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Jan, '48 - July, '49 


MAB SLUGS TV—This chart shows why the Magazine Advertising 


Lid Sets in Use (2) 


(4) 


Magasine Circulations (5) 


76.5% 


states; then the seven states are compared with the remaining 
Bureau insists TV is guilty of “market imbalance.” The chart 41 as to sales of commodities, new dwelling units and, naturally, 


shows that nearly three-fourths of present TV sets are in seven magazine circulations. 


Hardware Stores’ 
Media Use Studied 
by ‘Hardware Age’ 


New York, July 13—Hardware 
stores do more retail advertising in 
newspapers than in any other med- 
ium, according to a study of the 
advertising habits of 600 typical 
hardware stores published today 
by Hardware Age. 

The study indicates that 95.8% 
of the stores use space in news- 
papers, with 74% of this total 
using ads weekly. 

Direct mail in second place is 
used by 74.1% of the dealers 
studied. Radio is used 36%, and 
two stores reported using of spot 
announcements on television. 


sThe study emphasizes that the 
average hardware store depends 
on several ad media. The combina- 
tion used most often, the survey 
found, is newspapers and direct 
mail, with 38% of the dealers 
Studied using this combination. 
About 25% reported using a com- 
bination of newspapers, direct 
mail and radio. 

The average budget for adver- 
tising, the study showed, is 2% of 
gross sales. 

The concentration on newspa- 
per ads, Hardware Age says, “re- 
sults from the large number of 
hardware stores being located in 
communities served only by week- 
ly newspapers.” 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


~y up! 15 million American Negroes 
food, drinks, drugs, cosmetics, 
products. They have 10 billion 
to spend! Tell them what you 
have to sell. The best way is through 
Publications, the Negroes’ own 
Rewspapers and magazines. Through 
m you make friends with the most 
al customers in the world. Tremen- 
dous profits are made through adver- 
hs to this great and growing mar- 
ws For full details write Interstate 
ee N Inc., 545 Fifth 
pe N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
Preferences of Negroes from coast to coast, 


tor fie Fad of its kind ever made, Write now 


SILAS S. GRIFFIS 

VANcOUVER, B. C., July 11—Silas 
Seth Griffis, manager of the Van- 
couver office of McConnell, East- 
man & Co., for nearly 20 years, 
died July 9 at his home here. Prior 
to his connection with the agency 
he had been advertising manager 
of the Vancouver Daily Sun. 


JAMES GEEHAN 

Boston, July 11—James Geehan, 
58, advertising manager of Horti- 
culture, publication of the Massa- 
chusetts Horticultural Society, died 
Sunday at Union Hospital here. 


JAMES B. LACKEY 

Troy, N. Y., July 11—James 
Benton Lackey, 76, a founder of 
Car-Card Inc., died at Loudon- 
ville, July 3. In 1907 he assisted 
in founding the concern and later 
served as executive vice-president 


and counsel of corporations which 
controlled the company’s Norih 
American establishments. He also 
served as president of the National 
Association of Transportation Ad- 
vertising. 


F. SUGDEN MURPHY 

New York, July 10—F. Sugden 
Murphy, 43, executive vice-presi- 
dent of Art Gravure Corp. here, 
died suddenly at his summer home 
in Rye Beach, N. H., recently. 


Baker Joins George D. Close 


Jack Baker, formerly with the 
San Francisco News, has joined 
the San Francisco staff of George 
D. Close Inc., newspaper represen- 
tative. 


KRIZ to Begin Sept. 1 


KRIZ, 250-watt station in Phoe- 
nix, will make its debut on or 
about Sept. 1. 


Mich to Join ‘McCall's’ 


Daniel D. Mich, formerly ex- 
ecutive editor of Look and Quick 
will join McCall’s, New York, on 
Aug. 14, as editorial director in 
charge of non-fiction. 
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Philip Ross Agency Expands 
Philip I. Ross Co., New York, 


JOHN L. ROGERS 


Free Lance Copy 


Service now extended to out-of-town agencies 
and advertisers. Write for free entity tole bulletin 
giving details and rates. 


26 GRAMERCY PARK 


“U.S. CHAMBER OF COMMERCE 


NEW CONSTRUCTION 


in Tennessee in the past 10 years 
increased from $90,500,000 to 


$294,700,000* 


has leased the eighth floor at 38| New York 3, N. Y. * GRamercy 5-6263 
E. 57th St., where the agency has 
had part of the floor. 

A DECADE OF PROGRESS 


FIGURES 


Newspaper Printing Corporation, Agent, 


The heart of {'QY 7 Tennessee is 


IN PANS TEL QV gl LE 


The "MONEY TOWN” of the South 


Reach this prosperous market through two great newspapers. 


—] 


Represented by the Branham Company 
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THE TELEGRAM 


Bay & Melinda Streets, Toronto 1, Canada 


Montreal — E. R. Chown, Dominion Square Bldg. 
United Kingdom — S. Mcllwaine, 17 Fleet St., London, Eng. 
Eastern U.S. — O'Mara & Ormsbee ‘tnc., 

Graybar Bidg., 420 Lexington Ave., N.Y. 
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Hamilton — 6 Hughson St. S. 


Agency. 


Western U.S. — John E, Lutz Co., 435 N. Michigan Ave., Chicago, 


This additional news content gives your sales 
messages a chance to be seen and read in THE 
TELEGRAM. Get the facts about THE 
TELEGRAM’s influence on the rich Toronto- 
Ontario sales market from your Telegram 
Advertising Representative or Advertising 
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YRS SEND FOR THESE CHARTS! 


ss Mark the charts desired. Send three cents IN STAMPS OR 
COINS for EACH chart to Women’s Service Bureau, The Ameri- 
' can Weekly, P. O. Box 382, Church St. Station, New York 7, N. Y. 


' %, “seg ieg opr: 
22)P 1 La (34) Replanning Kitchens 
;  Pcablema ~ ae ~. (35) How to em ave Stains 


‘  1(28) Sewing for the Nursery OA36) Tie a Pre 

« 0(24) How to Braid a Rag Rug (37) Housekeep 

' 0 (26) Dress Up Your Closets O (38) Decorating You 
27)Sewing-Machine Rugs O( 
28) Decorating Your reali Oo ( 
$1) How to Make La 4 


How a 2-INCH COUPON stimulates buying} 
in MILLIONS of homes! 


Through its influence on the home-making habits of 92 million families 
—this national magazine builds a pre-conditioned wave of selling 


° A regular feature in The American 
Weekly is devoted entirely to the home. 
Of its influence there is an exact and in- 
disputable measure. 

Each week it offers—in a small 2-inch, 
2-column box—a series of helpful home- 
making charts. These charts are sold, never 
given away free. Letters and cash or stamps 
must accompany each order. 

In 1948 and 1949, letters with accom- 
panying payment poured into The Ameri- 
can Weekly offices from more than half a 
million homes, and this year—at the pres- 
ent rate of orders—will break all records. 

These orders were placed by influential 
women. Yes, the same women whose deci- 
sions affect the buying of home appliances, 
soaps, soups, clothing, insurance, televi- 
sion sets, automobiles and . . . diamonds! 


How specific charts influence specific sales: 
When broken down by their individual subject 
matter, here’s how The American Weekly home- 
making charts “pre-condition” the sale of specific 
advertised products: 

‘Personal Laundry Problems,” always in demand, 


is a business-builder for soaps, soap flakes, detergents 
—and even washing machines. ‘‘Decorating the Home”’ 
spotlights furniture, rugs, fabrics. “‘Re-planning the 
Kitchen’’ means business for makers of refrigerators, 
stoves, appliances, china, linoleum, and cooking 
utensils. 18 separate charts are on The American 
Weekly “‘best-seller” list. And all intensify the thought 
of BUYING! 

An independent survey shows that women in more 
than 7 million homes read The American Weekly 
Household Almanac. 97.2% of these women consider 
it either ‘“Helpful” or “‘Very helpful.”” A scant 2.8% 
pass it off as ‘Just reading matter.” 


Returns from advertisements clinch the case: 


In 1949, the maker of a leading laundry product 
offered, in The American Weekly and four other 
national magazines, a pair of scatter pins for 25¢ and 
a box top from their product. In 9 days, The 
American Weekly produced 32,997 orders against 
21,471 produced by all four of the others . . . plus the 
sales made by newspapers and displays. When the 
offer terminated, The American Weekly had pro- 
duced 40% of the business, and at a lower cost! 

Again in 1949, a leading correspondence school 
advertised a $125 home study course in The American 
Weekly. More than 6,000 inquiries came in. A back 
cover costing $24,500 produced more than $300,000 
in actual cash enrollments! 

A 196-line offer by a leading yarn maker of a 
booklet on knitting and crocheting drew 40,000 cou- 


pons and more than $10,000 in dimes. A 300-line 
girdle advertisement produced 3,054 orders for $5 
girdles, in five weeks. 


Sales-conditioning— plus: 
Not only are advertisements in The American Weekly 
supported by editorial features that intensify thea 
idea of buying, but they are delivered to more people, 
in more homes, than can be reached through any@# 
other national magazine. 

In The American Weekly, advertising messages 
attain a circulation of 9,652,775 A.B.C., providing a@ 
minimum of 20% family coverage in 4,349 places of 
1,000 population and over—and at the lowest cost 
per thousand, as shown: *Latest Cost per color 


net paid page per thou- 
circulations sand circulation 


The American Weekly 9,652,775** $2.38 


Ds see evens 5,305,394 4.48 
Saturday Evening Post 4,010,219 3.99 
Collier’s ...+2ee--e $140,371 3.58 
EMER cc ccccsece meee 4.06 


*The above figures for The American Weekly represent the 
combined circulation of the 21 great Sunday newspapers which 
distribute this magazine and are based on the figures as shown 
in the individual A.B.C. publishers’ statements of the compris- 
ing components for the 6 months ending March 31, 1950. All 
other figures are from the A.B.C. publishers’ statements for 
period ending December 31, 1949. 

**The above figure does not include increased circulation of 
approximately 227,445 due to the consolidation of the Atlanta 
, ote and Constitution, or the New Orleans Sunday Item, 
which started March 5, 1950. The inclusion of both figures 
would bring the total to over 10,000,000 circulation. 


THE MERICAN 
Rrra) \WEEKLY 


“(A Hearst Publication’’ ae 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. Si 
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